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SILVERLITE 


All-metal reflectors, 
guaranteed not to 
tarnish, crack nor 
peel. Efficient. re- 
flecting surface, 
Adjustable neck 
makes every re- 
flector adaptable to 
different size lamps. 
Color screens in- 
stantly applied without special fittings. 


Described in our circular No. 77. 


SPOT-O-FLOD 
A combination of spot 
and flood light that 
permits instant ad- 
justment to any angle 
and light control 
from a spot 24” in 
diameter to a flood 10 
feet in diameter at a 
distance of 10 feet. 
Comes completely 
equipped, including 
color screens. Indis- : ; 
pensable in any well-lighted window. 
See our special circular No. 84. 


Neiman, Marcus Store, Dallas, Texas. Frink Bronze footlight reflectors—wall reflectors— 
Multilite reflectors. 


“ay Copy Dallas, Texas, Frink Window 
oD Lighting Stands For 
Greater Sales 


Don’t you agree that there must be something extraordinary in either product or service when 
MULTILITE a manufacturer can, for over 70 years, be recognized as the outstanding leader in his field? 
From two to ten Silverlite reflectors in When he can sell to literally thousands of stores in all parts of the country, in many parts 
metal trough wired and ready to install of the world? 
in window head. A trim equipment  Frink window and show-case illumination is used in so many stores, both large and small, that 
that overcomes the disadvantages of a list of them reads like a nation’s directory.. We started selling many of these stores in the 
unit reflectors. Reflectors removable days of oil lamps. Then we sold them gas equipment. Now they turn to us for the new, the 
and cleanable. Refer to circular No. 79B. _ novel, the economical in electric illumination. We repeat—this is no mere coincidence. Our 
service is at your disposal at any time. 


THE FRINK COMPANY, Inc. 


235 Tenth Avenue owe New York City 
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oA Special (‘reative and Manufacturing Service 





Designed and Wrought 
In Modern Iron 
and Brass 


In Modern Display 
and Decorative 
Fixtures 

















A striking example of decorative console 
and mirror, constructed of hand hammered 
wrought iron combined with brass. 








Consultation and Visualization Department. A Section of the Forging and Welding Department. 


This New Service Is Under the Personal 
Supervision of Mr. Joseph M. Crucet 


Our Experience and lacilities Are at Your Command 
i PALM ENBERG’ 5 SONS, Inc. 


1412 ieee at 39th Street, New York 


CHICAGO BOSTON SAN FRANCISCO 
204 W. — Blvd. . 26 sin oe Street 49 Fourth Street 


LAUUVUGQOAVELUPOGOOAYOOUNBAUNUOSHUUASTELGEQUOGGAOUAEEYOGAOOUGUUGNUURCERULER GD ASAP ASGGOES GEES HSSATOSOUAGUUGNEAE UALS 


STH UUOUVT=0HHGG¢UTZUZZTZEU i iciiiiiiiiiiXiiiiiiiiitrXiqiKiiiiiivssiiHeKain0nii0i0Huunsn i nn 








IN THIS ISSUE 


Approach of the annual I. A. D. 
M. convention makes it fitting that 
the current DISPLAY WORLD 
should be dedicated to promotion 
of this epochal gathering. 

But stress upon this subject has 
not interfered with the publica- 
tion’s normal task of mirroring 
developments and trends in mer- 
cantile display. A host of stories 
of value to the various branches 
of the display profession appear, 
carefully charting the currents of 
change in style and aspect which 
make display one of the most in- 
teresting attributes of retailing. 

For the department store dis- 
playman there is a wealth of sug- 
gestion in the letters of Coleman 
McCampbell and J. Duncan Wil- 
liams recording the form and ex- 
pression of representative New 
York and Chicago windows. In 
“Proving the Power of Human 
Interest,” by Lawrence Riesen- 
beck, is an exposition of the 
sales’ effectiveness of the depart- 
ment store trim and the features 
that create this magnetism. ‘“Win- 
dowing the Golden Anniversary,” 
by Hazel Shireman, and “Attune 
the Interior to Window Stand: 
ards,” by Charles S. Longenbaugh, 
cover issues of concern to every 
displayman. 

For the men’s wear trimmers, 
“Why We Use Two Sets of Fix- 
tures,” by Max Berck, and “Mod- 
ernism in Men’s Wear” constitute 
digests of technique and adapta- 
tion of art that will prove valu- 
able. Special stories cover late 
developinents in the display of 
shoes, furniture, public utility ap- 
pliances and hardware. Special 
departments chronicle methods 
applicable to production and in- 
stallation of national advertising 
trims and convention and expo- 
sition decorations. Advertising 
managers will take special in- 
terest in C. A. Agate’s analysis 
of display circulation value as set 
out in his article, “Unmatched in 
Low Cost Circulation.” 

The display profession’s prob- 
lems and aspirations are given 
play in “Germans Urge News- 
paper Criticism,” an account of 
the Essen convention of the Ger- 
man Display Men’s Association; 
in “Essentials for Prize-Winning 
Trims,” by Ernest J. Desilets, and 
the “Display Club Chronicles.” 

Lighting intensity is discussed 
by Edward W. Wheeler, Chicago 
illuminating engineer, in “Gaug- 
ing Window Lighting Intensity.” 
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The Opportunity that Toronto Offers 


GAIN members of the International Associa- 
tion of Display Men are preparing for the 
meeting that marks the conclusion of a year 
of activity, and for the first time their dele- 

gates will meet outside the boundaries of the United 
States. It is a meet and fitting acknowledgment of 
that internationalism to which claims are advanced in 
the association’s name, and a merited tribute to the 
energy and ability which has distinguished the dis- 
playmen of Canada. 

Toronto will surprise and delight her visitors with 
her metropolitan aspects and the orderly and quiet 
administration of her affairs. Greatest of the Cana- 
dian cities in point of population, seat of one of her 
provincial parliaments, prominent as a laboratory in 
municipal government, she offers to all of inquiring 
mind an opportunity to examine at close range one of 
the most attractive and interesting developments of 
Anglo-Saxon civilization in the northern hemisphere. 

But the I. A. D. M. convention should mean more 
to its membership than a mere pleasure junket. 
Throughout the world, windowmen, conscious of the 
demands which their employment makes upon them 
for research as well as physical labor, for executive 
qualities as well as knowledge of window mechanics, 
are pressing their claims to professionalism through 
Organizations of their craft. In the past three years 
the Germans have pushed forward so fast that they 
now have double the number of active members 
enrolled in the I. A. D. M. If the American display- 
men value the assistance of their association and are 
jealous of its prestige, they will feel the Toronto 
meeting a fit time to begin a.great advance that will 
bring them to equality with brethren across the seas. 


Toronto offers an opportunity for serious work. 
There is much to be done and much to be carefully 
scrutinized. The retiring administration is concluding 
its work with presentation of a new constitution, as 
pledged in the action of the board of directors and 
executive committee at the conclusion of the last 
gathering. With a foresight that is refreshingly new 
to the I. A. D. M. they have given a year to con- 
sideration of basic laws, have entrusted their prepara- 
tion to a special committee of unquestioned ability, 
and are now submitting it to the membership for ap- 
proval in an unofficial referendum. 

The ideas which are advanced in the draft now 
in the membership’s hands are in keeping with its 
needs. An executive. secretary, greater revenues, an 
official bulletin, and departmentals are features that 
are distinctly in accord with association requirements. 
But the document is a radical departure in many in- 
stances from previous policies and should receive the 
careful study and deliberation of the general member- 
ship, so that if adopted it may receive the undivided 
and enthusiastic support of all. 

It may be more pleasant to revel in the pleasures 
and scenic delights of a strange city than to conse- 
crate four days to unselfish service of the association. 
But it must be remembered that this gathering trans- 
pires but to promote the well-being of the industry 
from which the members draw their daily bread. _ If 
it is a calling good enough to consume the major part 
of a man’s life, it is good enough to elevate. And 
such “building up” can come only through the con- 
scientious and painstaking effort of the I. A. D. M. 
membership in insuring that the goal of their move- 
ment shall not be lost in a fog of holiday atmosphere. 
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Color Lights and Feature Lights 









Equipped 
with cord 
and plug, 
and six 
color 
screens. 
Uses 200 
watt type 
C Nitro- 
gen bulb. 
Bulb not 
included. 
S pecify 
whether 
Spot or 
Flood is 
wanted. 











Every Display Window 
is a Stage— 


Every piece of merchan- 

dise is an actor in the 
pantomime presented to 

the sidewalk audience. 

A. stage without color 
is lifeless, and an actor 

without the spotlight 
loses attention. 


do it. 


See this light and a complete line 
of decoratives in our show rooms, 
or send for our newest catalog. 





649 South Wells Street, CHICAGO 





Feature and Color your 
Displays. ‘‘Adlite’”’ will 


—" each 


~ The Adler-Jones Company 
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A Strong Fathers’ Day Trim by Herbert Seeger for Nye’s, Ogden, Utah, Presenting Diversified Merchandise 


Display Opportunity In F ather’s Day 


Return of Holiday Devoted to “Dad” Brings Chance for Merchants 
and Displaymen—Contest to Feature Celebration 


ATHERS’ DAY, to be celebrated June 17, 
marks an unofficial holiday which has 
climbed higher in public esteem in the past 
two years than all the prior period of its 

observation. Produced as a counterpart to Mothers’ 
Day, a sentimental tribute to parenthood subsidized 
by commercial organizations, the new holiday has 
rapidly won approval under the sponsorship of the 
Associated Men’s Neckwear Industries, and last year 
found support in countless columns of newspaper 
features, radio broadcastings and pulpit orations. 

This year it will mount to even greater heights 
as its backers and advocates stress the slogan, 
“Fathers’ Day—Give Dad a Tie.” Plans already made 
call for publicity reaching from coast to coast in all 
kinds of media, and among these the display window 
stands out conspicuously. 

As in former years, the effort of the displayman 
is to be stimulated by a contest in which a thousand 
dollars in prize money will be distributed. Twenty 
prizes have been authorized, beginning with a capital 
prize of $250, and terminating in fourteen prizes of 
$25. The competition is open to every store and dis- 
playman in the United States and Canada, the only 
requirement being that the display entered shall con- 
sist wholly of cut silk neckwear carrying a card or 
descriptive matter directing the attention of observers 
to Fathers Day and the desirability of a gift of neck- 
wear for “dad.” Firm names on window fronts must 
be obliterated, the identifying description being placed 
upon the back of the photograph. The display must 
be installed prior to midnight of June 16, and photo- 
graphs must be received at the headquarters of the 
Associated Men’s Neckwear Industries, 432 Fourth 





Avenue, New York City, on or before the morning 
of July 7. 

That observance of the day will reach unprece- 
dented heights is forecast in the wave of publicity 
matter which is rolling out of the association’s head- 
quarters. The publicity men who are connected with 
the organization are bending to the task of linking up 
all possible mediums for promotion of the day and 
leaving the task of lining up dealers to the efforts of 
member manufacturers. All of their labors will tend 
to prepare the minds of the public for the display- 
man’s work, which should constitute the climactic 
element of the campaign. 

In 1927, prizes were won by such eminent men’s 
wear displaymen as Clement Kieffer, Harry G. 
Walker, Claude Gehring, C. W. Ahlroth, N. L. Birrell, 
E. M. Dickerson, Joseph H. Marshall, O. Wallace 
Davis, Karl Eiseman, E. G. Lovell, Walter K. McGee, 
Hugh Miller and H. P. Zimmerman. Among them are 
recognized authorities in men’s apparel presentation, 
but there are a number of other men of less note 
who captured prizes against their competition. 

The race is open to all and the opportunities are 
about equal. In no other field is there so much range 
for novelty, and, as a result, it should be apparent to 
every aspirant that all he needs to assure himself of 
a fair chance at the prize money is a plan for show- 
ing his goods in support of a strong sentimental ap- 
peal. Look over the preparations that have been made 
for the days and plan accordingly. 

A Fathers’ Day radio program, inspirational in 
character and embracing complimentary music, con- 
suming about thirty minutes’ air time, has been pre- 
(Continued on page 65) 
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Schemes to Further Vacation Sales 


Annual Pilgrimage to Pleasure Resorts Opens Fruitful Market 
for Luggage and Beach and Tourist Apparel 


DVENT of June brings all business institutions to 
grips with the issue of vacation, and in the three 
months which follow legions of hard-working 
Americans will seize a brief respite from their 

tasks to enjoy an all too short relaxation. Coast, mountains 
and. woods will find them thronging in pursuit of new 
pleasures and recreations, the curtain rung down for the time 
upon their vocations while they frantically endeavor in this 
escape from the treadmill to forget the routine that they 
have left behind. 

So thoroughly has vacation become an institution in our 
national life that the problem of dealing with the issue 
catfses much concern in the larger business organizations, 
causing vacations to begin early in the spring. Not a few 





banks and insurance companies send groups of employees out 
in April and May. Hence, it is none too soon to begin stress 
upon luggage and camp equipment, bathing garb, and all the 
other paraphernalia essential for travel or sports, and it is 
particularly advisable to stress luggage because of the rapid 
approach of graduations and conclusion of the college year. 
Graduate and undergraduate alike are in need of these wares 
as they prepare for their trips homeward. 

Let us turn back to last year for illustrations of the 
manner in which displaymen met this and the vacation issue. 
When B. E. Chester, display manager for the Monnig Dry 
Goods Co., Ft. Worth, Texas, prepared a window exploiting 
luggage appropriate for this time, he fashioned a poster back- 
ground showing travelers on their way into a metropolitan 
station. From the train shed with 
its coaches in full view came a 
stream of men and women on their 
way to the steps leading to the sta- 
tion above, while before them was 
a cage built of wooden _ strips 
painted to resemble metal, a faith- 
ful reproduction of the fences com- 
mon to depots in the larger cities. 
Pierced by three gates each carry- 
ing the number of a track, the 
background was a very realistic 
portrayal of a scene familiar to 
almost all passers, and served as a 
remarkable attraction device for 
the trunks and handbags that were 
posed before it. So capably was 
the display handled that the fea- 
tured wares seemed to blend into 
the picture, and not the least 
of the details was the manner in 
which tennis rackets and_ golf 
sticks travel folders and maga- 
zines were placed upon the bags. 
Lest this realism be disturbed by 
the inclusion of a common show 
card, the display manager took 
pains to insure complete harmony 
by the inclusion of a specially pre- 
pared card in the form of a hand- 
bag which carried the simple phras- 
ing, “Don’t Forget Your. Bag.” 
When W. R. Harre, former display 
manager for Maas Bros., Tampa. 
Fla., buckled to the task of creat- 
ing a display for this period, he 
used a totally different technique, 
avoiding introduction of items 
which might in the slightest degree 
divert attention from his merchan- 
dise. Instead he took infinite pains 
to bring out the desirability of his 
goods by placing them in such posi- 
tions that their fittings and: linings 





EXPLOITING BEACH GARB— 
A trio of tested displays for bath- 
ing apparel seen last year. At the 
top is Everett Quintrell’s striking 
development of sea myth; in the 
center, Charles DeVausney’s charm- 
ing use of the shell motif, and be- 
_ low, Irving Eldredge’s five-panel 
screen with a marine decoration 
for Macy’s. 
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might be visible to the most casual viewer. Where Chester 
exploited the travel theme, making his wares desirability rest 
upon their fitness for adding to the pleasure of the journey, 
Harre extolled the quality and character of his goods as 
the primary factor of buying urge. 

In handling bathing attire there are so many modes of 
expression that they stagger the imagination. Ever since 
the dawn of history man has been imputing personality to 
sea and stream, peopling them with strange beings, crediting 
them with strange powers, and alternately shuddering at 
their mysteries or glorying in the balm of their beaches. 

There is much value to the displayman in the myths and 
even more in the lure of beach and bath. Playing upon the 
first produces for the windows eye-gripping attractiveness, 
which is the first necessity for all good displays. The 
second presents the pleasure at the disposal of the buyer 
the moment that preparation for the beach trip is) made. 
This, undoubtedly the most effective appeal; however, has its 
limitations. If this plan is followed strictly, it must be re- 
solved into a pure merchandise presentation or a depiction 
of beach and bath house that has been repeated so often 
that it lacks originality and atractiveness. Perhaps the com- 
bination of both ideas is the most effective program. 

This is exactly in line with the schemes followed by the 
three decorators whose work is shown in the accompanying 
plate. Each of them has sought to bring to the passer a bit 
of the glamor of the beach, a bit of the sunshine and warmth 
that are its attributes, and at the same time the tang of the 
sea breeze and the romance of mythology by resort to set- 
tings suggestive of the depths of ocean. 

When Everett Quintrell, display manager for the Elder 
& Johnston Co., Dayton, Ohio, put in his chief bathing dis- 
play last year, this is exactly what happened. Three adult 
figures in smart bathing garb were shown upon a sand- 
covered floor, and this was where realism ended. Stretching 
along the front of the window were exotic rubber fish and 
shell fish. Two of these queer looking monsters bore child 
figures; the rest of them appeared as though resting upon 
the floor of the sea. To further the illusion that his figures 
were shown under water, Quintrell drew a net across the 
entire front of the window into which was woven a pattern 
showing rolling waves and a mermaid in a chariot of shells 
drawn at a furious pace by two monster fish. Dayton stared 
in amazement at this display during the entire period of its 
showing, creating an interest in bathing suits, which was 
greatly desired and the sales were in keeping. 

If Quintrell was justified in creating such a display for 
an inland store how much more so was Charles DeVausney, 
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As the Men’s Wear Stores Develop the Theme—Bob Hanson’s Prize-Winning Poster Background for Jantzen Garb 






of A. I. Namm & Sons, Brooklyn, N. Y. Serving a com- 
munity which fronts on the ocean, the decorator knew that 
his audience did not need to speculate upon what he was por- 
traying. Before a huge panel portrayal of cloud and sky in 
the center of the background, its ends muffled in the folds of 
silver hangings, he placed a beautiful reproduction of a huge 
shell, faithful in form and colorings to the original, but large 
enough to seat a couple of wax figures. On this he seated a 
beautiful mannequin clad in a light colored costume, which 
harmonized with the opalescent tones of the shell set piece. 
Four other figures in various styles of bathing garb were 
posed at intervals along the front, standing amid displays 
of beach robes and cushions, oars, bathing caps, and various 
other beach ‘accessories. Cretonne floor coverings puffed at 
the feet of the two central figures proved a delightful relief 
from the usual carpetings and gave to the spectacle just 
enough color to complete its allurement. 

At Macy’s, about the same period, a striking and yet ex- 
tremely simple window appeared. Here was a three-panel 
screen with frames covered in a dark fabric, the panels pro- 
viding the viewer with the illusion of being beneath the sur- 
face of a pool watching a bather’s plunge into the depths. 
Bits of reed and rock appeared at the base, while oddly-shaped 
fish disported above them. The figure of the diver was 
brought out in sharp relief against the blue of the sky. At 
right and left of the central panels were flanking screens 
covered with patent leather and bearing drawings of the 
mythical sea horse. The merchandise tie-up was perfect and 
yet extremely simple. But two figures were used, each clad 
in modish costume, one draped with a robe hanging low on 
one shoulder and held above the other by the uplifted arm 
of the model. A single beach robe, a pair of sandals, and a 
hat constituted all of the accessories. 

Very different is the treatment accorded to swimming 
attire by the men’s wear trimmers who apparently enjoy de- 
veloping their theme with a directness that would be marred 
by allusion to the classical. In point is the sensational poster 
window by Bob Hanson, display manager for the Nelson- 
Moore Co., San Diego, Cal., which won third prize in the 
Jantzen 1927 display contest. Hanson covered the background 
of his window with a huge reproduction of an advertising 
illustration used commonly by the manufacturer. This called 
for portrayal of the sea pounding upon a beach, the white 
surf beating back from a high headland and capping wave 
after wave as they rushed on toward shore. The figure, 
drawn the length of the window, spanned the entire scene 
and was a faithful reproduction of a typical Jantzen garment 
2s worn by a pretty model rising to the surface after a plunge. 



































DISPLAY “WORED 


Ma ¥, 1928 


With the New York Displaymen 


Trends Cropping Out in Modernism All Tend Toward Flexibility— 
Vagaries in Backgrounds One of Sypmptoms—Current Displays 


By COLEMAN W. McCAMPBELL 
New York Correspondent, DISPLAY WORLD 


N line with the growing use of modernism 
in window display, several definite trends 
are noticed. One is the use of a variety of 
materials for backgrounds and accessories— 

materials such as metal, wood in natural and other 
finishes, glass, cork, straw, textiles and paper. A 


~ 





GOTHAM NOVELTIES—A miniature circus is the attrac- 
tion device in Peck and Peck’s furnishings display (top), an 
odd background in Saks’ Fifth Avenue trim (center), while 


the base shows how Avedon’s utilize small windows. 


second is the more flexible and interesting utilization 
of light to obtain decorative effects. A third is the 
effort to achieve movement in line and color, through 
backgrounds and fixtures deriving their inspiration 
from. geometrical shapes and principles. A fourth 
is to have everything in a window harmonize in spirit 
and ensemble. A fifth tendency is that of varying the 
width and depth and height of the windows—or, as 
Paul Frankl, of the Frankl Galleries, remarked to me 
in speaking of Sak’s Fifth Avenue windows, “the 
creating of a new dimenison, that of flexibility.” 


Each of these tendencies is motivated by a desire 
for flexibility. And it is right that this should be so. 
Flexibility is the keynote of this age. It is necessary 
in business methods, in industry, in art, in advertis- 
ing, in display. To keep in step and to express the 
spirit of the times, it is essential that we correlate our 
merchandising to recent improvements. 


' Let’s consider backgrounds. Sak’s Fifth Avenue 
have three kinds. They are: Cork and metal com- 
bination for men’s wear; pleated material for bags, 
jewelry and accessories; wooden backgrounds of 
multiple angles and lines, painted an aluminum gray, 
for women’s apparel and accessories. All of these 
windows, front and sides, are unified with ribbon 
strips of gray at the top and narrow side drapes of 
gray material, which hang next to the glass in straight 
folds. Gimbel’s have a semi-permanent background 
resembling wood in natural finish, slightly orna- 
mented with structural strips of metal. Stern’s have 
a wooden niche background, tightly covered with 
silver gray satin. Bonwit Teller’s have a background 
of gold paper, self-patterned, with three half-columns 
of gold dividing it at regular intervals. Other stores, 
such as Arnold & Constable, Macy’s (who have made 
generous use of coarse weave straw screens), Lord & 
Taylor, Wanamaker’s, Russek’s, etc., have their reg- 
ular backgrounds of expensive woods or caenstone, 
which they vary according to the effect they wish to 
achieve. This week at Lord & Taylor’s, Mr. Kirk- 
patrick has installed a set of slightly irregular screen 
backgrounds, something in the Japanese manner. The 
dominant tone is chamois-skin yellow, with narrow 
decorative panels of a Japanese tree motif in faint 
coloring. The backgrounds are edged and divided 
into panels of wide and narrow widths by thin wood 
moulding of a deeper tone. The displays themselves 
are of the utmost simplicity, with one and two models 
to a window. In his round corner window he gained 
unique effect with a single model, profile view. Then 
there is Milgrim’s, a well-known women’s dress estab- 
lishment on Fifty-seventh Street, which has recently 
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installed a center panel of white-frosted glass in each 
of its two windows. These panels are Gothic in shape, 
leaded with metal and with conservative modernistic 
patterns in black. An advantage of these panels is 
that, while closing up the windows, they also permit 
a generous amount of daylight to illuminate the in- 
terior. On the other hand, Bergdorff-Goodman, an 
exclusive dress atelier, have no window background 
in their new home. From the street you get a view 
of smart apparel in the window and also get a glimpse 
of the interior, where you can observe sales ladies ex- 
hibiting gowns to chic customers. 

A word or two about futuristic or impressionistic 
backgrounds. These seem to be on the decline. In 
their stead, a number of pastel sketched screen back- 
grounds are being used, particularly by the Marinello 
Shop on lower Fifth Avenue. A new trend is toward 
horizontal pleated effects in textiles and metal and 
paper. Delattrez, a shop devoted to beauty prepara- 
tions, have this pleated effect, like the interior of small 
boxes. Silver patterned paper with a mauve glow is 
used. At Saks’ Fifth Avenue in their men’s wear 
windows, panel inserts of horizontal pleats (metal, I 
believe) are in evidence. 

As regards lighting effects, much that is refresh- 
ing is being done, though it is still in an experimental 
stage. Many critics think that one of the most 
genuine contributions of the modernistic movement 
will be that of stimulating more original and extensive 
use of light, colored and white, in novel but highly 
decorative forms. This is already evident in the vogue 
for modernistic lighting fixtures, both by displaymen 
and decorators. Towers of light, panels of light, illu- 
minated objects, etc., are adding considerable spice 
and distinction to many displays. At Ovington’s, this 
week, their corner window was given over to a 
Spanish patio arch, in the center of which, placed like 
a fountain, was a lamp of five leaves of frosted glass, 
resembling a fountain’s spray. This was mounted on 
a four tier bronze platform with a niche. In the niche 
was a nude figure of a dancing child. The light came 
from behind the sheaves of glass. 

To mention specific displays for the month, fabrics 
have been to the front. Almost every department 
store has had a few windows devoted to them. Mr. 
Arkow, at Arnold, Constable & Co., has scored again 
with four side windows featuring fabrics. They were 
titled, “A Study in Color,” “Figures in Silhouette,” 
“Under the Magnifying Glass” and “Crystal Tree.” 
Three of them had a nude model, effectively poised 
atid draped to create an impression of motion. “Fig- 
ures in Silhouette,” a new. black and white chiffon, 
was strikingly composed with green felt columns of 
Various heights against a black velvet background. 
Mr. Kirkpatrick, at Lord & Taylor’s, played up flower 
chiffons. Hearn’s showed woolen fabrics in one win- 
dow, centered around a huge silver ball on an iron 
pedestal of green. Mr. Eldredge, at Macy’s, had a 
series on Mallinson’s Pussy Willow silks, the designs 
being inspired by legal seals. Each window con- 
tained a fashion sketch, giving a concrete adaptation 
of the material for a woman’s dress. 
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We noted a strong window at Macy’s, with golf 
sticks held upright by wooden racks of green. 
- Windows devoted to the German flyers have been 
many. One of the first to appear was that in the cen- 
ter window of John Ward’s Men’s Shoes, Inc., at their 
new Fifth Avenue store. It contained flags, photo- 
graphs and an actual miniature model of the plane. 
At times it created such interest as to literally stop 
traffic. This new. store front of. John Ward’s is a 
(Continued on page 95) 


+ 








At the top is the new John Ward Co. “Observatory” window, 

the world’s largest circular display space; the center shows 

a “kiddies” hosiery window dressed to attract children, while 

the base, a Macy trim, shows modern lamps before a back- 
ground of parqueted wood. 
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Unmatched In Low Cost Circulation 


Comparison of Displays With Cost Per Thousand in Publications 
Demonstrates Surprising Cheapness—How to Eliminate Waste 


by CC. AGATE 


Managing Director, Window Display Advertising Association 
(From an Address Delivered tu the Poor Richard Club, Philadelphia) 


EFORE entering into a specific discussion of win- 

down display advertising, I would pause for a 

moment to point out that in the entire structure 

of the manufacturing, distributing, wholesaling 

and retailing system, the only reason for the support of all 

the tremendous investment is ultimate sale to the cansumer. 

I read just last week a report of the study undertaken by 

the National Industrial Conference Board, in which Magnus 
Alexander, the president, stated: 


‘Competition today is making itcelf felt to such a degree that in 
recent years about two in every five manufacturing corpors itions have 
either made no profits or have incurred a deficiency.’ 


With the manufacturers making no profits, the wholesalers 
frankly in a hole, and the retailers—at least the independents 
—falling by the wayside, he further deductions of Mr. Alex- 
ander are certainly fair: 


“Comparison of the trends of failures of corporations in recent years 
justifies the deduction that competitive conditions in business are 
becoming move severe, and that success will go only to the strong in 
the months ahead.”’ 


When we stop to dig into the situation surrounding the in- 
dependent and the chains, we are amazed at the growth of 
the latter. In fifteen years, Woolworth, Kresge, Kress and 
McCrory have rolled up a combined volume of 3,820 millions 
of dollars in sales. In 1927, sales reached $503,000,000, or 
nearly 10 per cent increase over 1926. They have a total of 
2,477 stores, 

I hold no brief for the independents versus the chain 
stores except this—chains do give sales assistance to their 
managers and clerks; they do plan displays—they do intro- 
duce modern merchandising méthods. 

If the independents are to continue to exist under this 
severe competition, it seems to me the manufacturers, many 
of whom are battling chains so hard, will have to use every 
possible means to keep the independents alive with similar 
sales assistance. e 

Advertisers today are just beginning to use window and 
store display advertising with any degree of efficiency. If 
the estimate which Carl Percy made in his recent book of 
$100,000,000 spent for window displays annually is correct, 
then we have to admit that it is of first importance as a 
medium, and treat it accordingly. 

Less is actually known about window display today than 
any other form of advertising. Why is window display valu- 
able to the advertiser? It produces sales quickly. If we 
accept Dobbs’ definition of the most efficient advertising as 
that nearest the point of sale, window display stands first, 
since it is the only form of advertising that permits of the 
immediate satisfaction of any buying impulse that may be 
stimulated. Thus it eliminates that waste which otherwise 
occurs between the time of arousing desire to the opportunity 
of buying the goods. 

The cost .is low. One page in color, not including art or 
producttion cost, calls for an outlay in national weeklies 
ranging from $4.30 to $5.43 per thousand of circulation. In 
women’s magazines it can be procured for from $4.12 to $4.97 
per thousand. The rate for popular monthlies varies from 
$2.23 to $3.64 per thousand, for farm magazines from $2.35 
to $3.97, and in class magazines it claims as high as $17.32. 
Newspapers will average $3.83 per thousand according to an 
estimate based on a survey of seven well-known sheets. 

Circulation figures on window display are vague and hard 
to get. Carl Percy, in his book, quotes 1,100,000 per week 
in the business district of Seattle, Wash., a city of 315,000 
population. He clocked Poughkeepsie, N. Y., at a store not 


on the main street and found 79,250 passers per week in this 
town of 35,670 population. He clocked Plainfield, N. J., for 
a main street store and found that 28,000 passed, out of a 
population of 31,750. A. T. Fisher, in his book, estimates 
stores in the average city as having 50,000 weekly circulation. 

Let us be modest and claim but 10,000. Now, note the 
comparison as to costs. A single display costs three dollars 
for art, production and shipping. The installation costs two 
dollars. The total outlay is five dollars, or an outlay of fifty 
cents per thousand of circulation, and in the city with fifty 
thousand passers the cost goes down to ten cents per thou- 
sand. 

In Plainfield and Schenectady, N. Y., 10 to 20 per cent of 
those who passed the stores looked at the display. 

Fisher points out that window display circulation at the 
Chicago Evening American Building at Franklin and Madi- 
son Streets is 300,000 daily, or over two millions weekly. 
He further emphasizes the fact that window display could be 
made profitable if but three thousand of these passers really 
read the messages contained in the displays, and if three 
people out of three hundred purchased the investment would 
be profitable. 

It is interesting to compare these figures with Doctor 
Staiche’s count of three million mail replies, which showed 
that a skillful appeal will be answered by 225 out of every 
100,000 who have a chance to read it. This checks well with 
the recent contest run by the Lumberman’s Association, where 
200,000 answers were received from some 50,000,000 of circu- 
lation by the printed page. Going back to the Chicago figures 
first given, the weekly figures show the circulation of this 
store as two millions, the cost per display not over ten dol- 
lars and the number of estimated lookers 200,000. If but 
one in every thousand purchased the goods advertised, we 
would have two hundred purchases at a cost of ten dollars, 
and their buying would embrace many articles other than that 
featured. 

Comparing this to the circulation of the Saturday Ever- 
ing Post, with.a circulation of 2,800,000, is interesting. On 
the basis of the average of replies total, 225 out of every 
one hundred thousand of population, we would have 7,300 
replies from advertising in this medium, and the minimum 
cost would be $8,500 for a black and white message. Of 
course, I realize the advantage of the magazine over window 
advertising, but to produce sales, window and store display 
is certainly low in cost, compare it how you will. 

A comparatively small expenditure for this medium will 
draw value from the use of magazine or newspapers. It in- 
fluences the retailer, building up good will, singling out the 
advertiser’s product, and putting it “up front.” It is valuable 
ammunition for salesmen. It is a strong lever to assist the 
salesman. It helps him in getting and keeping accounts. 
This phase of the use of window display is too often over- 
looked. It is flexible. It can be made to accord with the 
space requirements of almost any window. The number of 
pieces may be decreased or increased with little difficulty. 
and they can be placed at angles or used as backgrounds with 
little adjustment. 

It is here. It is a reminder to buy now that reaches 4 
large percentage of the population that does not often read 
newspapers or magazines. It is valuable to the retailer be- 
cause it helps to increase sales turnover. The last few pack- 
ages produce the profit. By speeding the sale, the display 
makes it unnecessary to cut price on the tardy remnants of 
the lot. It increases store prestige. As ‘the appeararice of 
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the store sets its tone with the public, good windows increase 
store prestige. And the retailers appreciate them. They rate 
window display as the most valuable mode of contact with 
those that pass. The Liggett stores spend a third of their 
budget for their windows. 

Store and window displays build good will with dealers. 
The average small retailer is poorly prepared to dress his 
windows and he welcomes the manufacturer’s material as a 
means of overcoming this handicap. That the manufacurer 
provides it, if it possesses selling punch, is a cause for grati- 
tude and good will. 

Having established in some measure the value of window 
display to the advertiser and to the retailer, we pass on to 
the methods of using this medium. I can almost hear some- 
one thinking about all the waste there is in the use of window 
displays. I think I can nail down the cause of waste in the 
use of the displays to one cause—the lack of a business-like 
program for distributing the material prepared. 

Too often displays have been ordered because of the 
persuasion of a salesman, and no plan has been worked out 
to provide a way to get them distributed or used. To correct 
this, I would say that the first thing to do would be to make 
an accurate study of dealers and displays that will be needed 
before ordering them. If installation service is not used, 
then every means must be employed to get displays installed. 
Salesmen must be instructed to arrange for their use before 
they are mailed. Trade papers should acquaint the trade 
with their preparation and their value. Direct mail cam- 
paigns should be launched to get the dealer to order them 
and to put them into the window after they arrive. And 
then finally the salesman should check up and speed up the 
dealer who has overlooked them. 

If it is possible, get figures to show the value of the dis- 
plays in test cases where they have been used. These will 
open the dealer’s eyes to the possibilities of the new sets. 

If installation service is used, the process is simpler, 
since there will be little or no waste. If I could leave one 
thought with you today, it would be this: “No distribution 
plan—no displays.” 

Now some thoughts on the displays themselves. Carl 
Percy has outlined his method of creating a display in his 
recent book, and I will not attempt to plagiarize. His method 
is so simple and so logical that it takes some of the mystery 
out of the subject. 

Another thing I would emphasize is that we have had 
entirely too many pretty displays. I firmly believe that a 
window display can be tied up with national advertising 
copy or illustration theme, but it must go further. A window 
is a place which the average person in the street passes in 
six or seven steps. The copy must act quickly. It must be 
to the point and it must be selling copy, not institutional or 
merely reminder copy. As Jerry McQuade said recently: 
“Why use a display with a few bromidic words that have no 
selling punch, that awaken. no selling desires. We are not 
interested in a manufacturer’s product per se. What we are 
interested in is what the product will do for us. It requires 
a little more brain sweating to put in words that will pierce 
the buyer’s armor, but we have arrived at that period of 
competition where brain sweating is necessary, and where it 
is the only thing that will justify the cost of a display or 
its place in the economic scheme of things.” 

We must design displays with a sales hook. “Come in 
and buy now,” is the logical appeal. 

The display should be flexible in construction. Carl 
Haecker, display manager’ for the Frank Burke Hardware 
Co., Waukegan, Ill., gave some good suggestions to the last 
W. D. A. A. convention when he urged that no three panel 
Wing creations be turned out because of the difficulty the 
dealer experiences in fitting them into many of his windows. 
Pictures showing the use of the featured goods were also rec- 
ommended. “Get the display to the dealer on time for sea- 
sonal use,” Haecker said. Let him have it so that he can 
te up with national advertising while the campaign is under 
Way. Do not put too much “manufacturer” into it. Tell the 
Story to the salespeople as well.as the “boss.” Pack it in 
Containers that will carry it through without damage, having 
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particular attention for the jam and rush of the Christmas 
period. Use board heavy enough to prevent warping or curl- 
ing of the display. 

Among other recommendations were care to be sure that 
if the material went to retail fields where style is an issue, 
that the art should be abreast of the times, and, also, advice 
to note that women influence seventy-five per cent of all 
sales, and that the display should be designed to appeal to 

Installation service is the latest departure in the window 
field, a service by local displaymen who agree to place 
manufacturer’s material in an agreed number of dealer win- 
dows on a fee basis. There is a wide degree of difference 
between the class of work performed by the installers of the 
country. Some are reliable and others are not—some have 
entry to good windows, and others lack it. The W. D. A. A. 
is working toward establishing a standard of service that 
will safeguard the manufacturer as well as protecting the 
trustworthy installer against “fly-by-night” competition. 

The latest development in this field is the campaign for a 
minimum showing ‘of seven days, an effort to correct abuses 
arising from the competition between installation companies 
for the use of the same windows. 

Another problem is the abuse of “free goods.” In New 
York and other large cities, it is almost impossible to book 
windows without a bribe of “free goods.” In many respects, 
the blame for this situation goes right back to the advertiser. 
In his eagerness to get the’ volume business of the chain 
stores, he was willing to grant special discounts for window 
display advertising, etc. The smaller retailers can hardly 
be blamed for demanding the same compensation and, it may 
be recalled, that at the last convention of the National Asso- 
ciation of Retail Drugists, a resolution was passed pro- 
testing against the manufacturers discriminating in this 
respect against the independent druggist. 

The whole question is very perplexing, the dividing line 
between the amount of cooperation between the advertiser 
and the amount of energy which the retailer should put forth 
to move the goods is his only source of revenue. 

The retailer often says frankly, “You ask me for a whole 
window to display your product. Now my window is my 
most valuable rental space. I have to make it pay. If I 
permit you to have all of it for your item, it is not being 
used to the best advantage and I expect you to help offset 
this by ‘free goods.” 

What is to be the answer? 1 frankly do not know. 
Through the W. D. A. A. we hope to bring advertisers to- 
gether soon for a discussion of this subject, hoping to work 
out some plan that will function for both advertiser and re- 
tailer, for, unless it does, it will fail. 

In closing, I would like to quote from an address made 
by a former officer of the W. D. A. A. in which*he gave a 
definition of the association and its effects that has never 
been surpassed. “The W. D. A. A. is an organization of 
national advertisers, advertising agents, the producers and 
installers of display material, seeking those methods of cre- 
ation, production, distribution and installation of store dis- 
play material of nationally advertised products that will 
enable retailers to use the advertising media to their own 
better advantage, realizing that no advertiser may hope for 
permanent benefit if his product is not contributing to the 
permanent prosperity of his retail outlets.” 


SEVEN-DAY SHOWING APPROVED 

The Window Display Advertising Association recently 
adopted the recommendation of the display service depart- 
mental calling for at least a seven-day showing for all win- 
dow display installations for national advertisers. To put 
the idea into practice, the association issued a special label 
and wrote to all the display service companies suggesting 
that this standard label be used and that supplies coukd be 
obtained at actual cost. Already over 175 installation com- 
panies have agreed to carry out this program, and, un- 
doubtedly, many others who have not been heard from have 
also arranged to follow it. This is, indeed, a great accom- 
plishment and will prove a great advantage to advertisers 
and to the development ef window display service business. 
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Chicago Monthly Display Review 
Bridal Windows and Lingerie Trims Feature State Street Display 


Ex positions—Boston Store Gives New Twist to Anmversary Theme 


By J. DUNCAN WILLIAMS 
Chicago Correspondent, DISPLAY WORLD 


IELD’S corner window at Washington and State sist of pale green silk hung in pleated folds for a distance 
Streets has an unusual June bride window. The of several feet from each front glass to a center panel coy- 
entire decorative treatment is done in a pale green ered flat and relieved by a diamond arched doorway, flanked 
tone. The backgrounds, from ceiling to floor, con- on either side by two single decorative candlesticks with 


bases of artistically fashioned glass. 
At the top of each is a single elec- 
tric flame-shaped bulb. 


In front of the arch door is a 
green covered platform eighteen 
inches high with two 6-inch steps 
to the floor of the window, which 
is also finished in green. Pale 
green ferns are banked at either 
side of the platform where it abuts 
the background. A larger bank of 
the same kind of ferns occupies that 
space directly back of the corner 
pilaster of the building. 


Three modernist models are 
used in the window one represent- 
ing the bride, dressed in a cream- 
satin wedding gown with cream 
lace, veil lace cap, holding bouquet 
of orange blossoms. The other two 
figures, representing bridesmaids, 
are dressed in gowns of the same 
style, but in two different tones of 
orchid. 


The Boston Store has some in- 
teresting and attractive windows 
just now in commemoration of this 
store’s fifty-fifth consecutive year 
in business. 


The congregation of a crowd 
about the corner window at State 
and Washington drew my attention 
and curiosity. After wedging my 
way in among the excited women | 
was rewarded by a peek into the 
“parlor” of one of the homes of 
Chicago’s elite in the days of 1871 
and 1872. There was the old piano 
and the oval-shaped parlor center 
table with marble top, upon which 
rested the proverbial red plush-cov- 
ered family album and the. bouquet 
of wax flowers, protected from the 
dust and other dangers by a cap- 
sule-shaped glass cover. In a cor- 
ner of the room stood an orna- 
mental what-not with its multitude 
of small shelves, each of which 
displayed some piece of bric-a-brac 
or Dresden china statuette. Parlor 








SEEN ALONG STATE STREET 
—Topping the plate is a spring 
opening display seen at the Boston 
Store, a composition of W. A. 
McCormack. The center and bas¢ 
reveal the highly ornate and color- 
ful background decoratives used by 
A. V. Fraser in the spring opening 
windows at Matshall Field’s. 
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One of the Artistic 
Opening Trims Installed 
for Carson, Pirie, Scott 
and Company. 
Naturalism Dominates 
These Windows, Which 
Are Stripped Clean of 
All Superfluous 
Accessories and 
Decoratives. 























draperies, popular during that period, were arranged against 
the background about an improvised window. 

However, the element of greatest interest in the display 
was the costumes worn by milady of fashion and social posi- 
tion, five different and distinctly individual creations dis- 
played on as many wax models. The hair dress of the times 
was faithfully reproduced. One of the models wore a hat 
yielding an idea of how the belle of the early 70’s looked. 
Also, there were framed pages from a Parisian style maga- 
zine picturing in colors the modes of 1872. The furniture 
and costumes were supplied for this exhibit by the Chicago 
Historical Society. 

Almost as interesting was the adjacent window in which 
a large card bore these words: “Glimpses of Your Chicago 
of Yesterday and Tomorrow.” An impressionistic back- 
ground sketch on a panel of velvet pictured aeroplanes flying 
in the canyon streets, high above ground, yet much below the 
topmost stories of the shaft-like buildings that pierced the 
clouds in the Chicago of tomorrow. 

Near the center of the windows was a miniature model 
of the new Daily News Building and another of the new 
opera house, both of which are soon to be erected and which 
are more or less in conformity with the impressionistic 
sketch. At other points in the same window were several 
color prints of wood engravings showing certain familiar 
locations to the native Chicagoan, and the magnificent three, 
four and six story structures which graced these landmarks 
in the days of ’72, when the Boston Store opened. The win- 
dow shows the ledger of the First National Bank, revealing 
the account of the Boston Store and first deposit entered on 
July 8, 1872, the amount of which was $2,387.84. Alongside 
is the original deposit slip for this item. 


In these and all other windows of the store there is a . 


huge vase of cut flowers, tied with a blue ribbon, the ends 
of which reach down to the floor of the window. The words 
“Five and Fifty Years Young” are lettered in gold on the 
two blue ribbon streamers. 

Special background posters and large window cards done 
in varying shafts of red, orange, cerise, green, black and 
blue colorings, lettered over in bold black letters, proclaim 
the “55th Anniversary Celebration and Sale.” 

Last month we made special mention of the type of win- 
dow cards that always accompany the interesting merchan- 
dise and style displays in the Mandel Bros. windows. In 
order that a clear idea of the character of these may be had 
by displaymen interested in this important phase of display 
advertising, I copied the exact wording of some of the cards 
in the displays shown at the time this was written. 

In a window showing two smart riding habits, the follow- 
ing is the copy on a small card placed in the center of the 
foreground—“The Bridle Path Calls—The Smartly Clad 
Equestrienne To Hours in the Saddle; Olympia Sportswear 
Shop, Fourth Floor.” : 

In a charmingly simple but attractive display of infants’ 
wear with a three-wing screen bearing painted figures of 







































four cherubim beguiling the mind of a young prospective 
mother, this card appeared: “Dainty and Exquisite Are the 
Newest Things from Paris for the Layette—National Baby 
Week—Infants’ Wear, Sixth Floor.” 

A black dressing table in,a display of silk lingerie bore 
a picture of Ina Claire in a silver frame. A card made the 
relation to the display clear. It read: “Replica of The 
Negligee Worn by Charming Ina Claire in Her Latest Stage 
Success.” And in another lingerie window adjacent was an 
array of pink under luxuries. It was effectively enhanced 
by this window card copy: “Lingerie of Diaphanous Chiffon 
Conforms to the Parisian Vogue for Lace”—Third Floor. 

There seems to be a concerted movement among the State 
Street stores for showing beautiful lingerie just at this time 
and perhaps the June bride is more or less the cause of it. 
In the first window nearest the Madison Street corner 
entrance, Carson, Pirie, Scott & Co. also have an impressive 
negligee and lingerie display. In the south section of their 
State Street frontage there are four windows next to each 
other in which are displayed apparel for children. Another 
window shows a rather large miniature reproduction of a 
Packard auto, which is mounted in the window with a group 
of boys’ and girls’ figures grouped about it. An overhead 
sign reads: “Juvenile Auto Show—9th Floor—April 30 to 
May 8.” 

Looking at The Fair windows from across the street, you 
get a pleasing effect from the green-tinted backgrounds with 
the occasional darker green decorative velvet panels in the 
center of the background walls, flanked with the still darker 
green ruscus hedge panels at each side and near the ends 
of the window. 

A “Baby Week” display features a striking poster made 
entirely of colored silks worked together into a picture of a 
stork with an infant. The colors are blue, gold, white, black, 
red and purple with a six-inch black border. 


The I. Miller shoe store on State Street has another and 
a different modernist window background for this month. It 
consists of a light green silk covered floor with material of 
the same kind and color pleated down the background walls. 
A center decorative panel consists of bright red flowers 
of large size with green foliage, painted around the edge of 
a black panel. A border design cut-out of the same char- 
acter runs along the top of the green silk pleated back- 
ground. Both windows are alike and shoes of different colors 
in the prevailing styles are displayed on modernistic display 
fixtures and on the floor.. 

Harold Gale, display manager for the Baskin Men’s Shops, 
has some strikingly attractive displays in the State Street 
store just now, in which color ensembles in furnishings of 
different hues are effectively applied to suits of gray. 

Mr. Leaker, of the Hub, is not only display manager for 
the three stores of this institution, but has, by virtue of his 
natural and acquired abilities, been appointed “stylist” for 
the store. This duty is one that carries with it a responsi- 
bility equal to, if not greater than, that of his other tasks. 
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Thank Display for Modernist Homes! 


Vogue for New Art Furnishings Spreading as Store Exhibits Reveal 
Desirability—W eeks See Changes Sought for Years by Artists 


By CHARLES R. ROGERS 


ISPLAY may be a mere attribute of retailing sub- 
ject to the possibility of gross distortion in so far 
as its values are concerned by singling it out from 

other promotion activities. There is always the 
hazard that the feature may be made to overshadow the 
mass—that display and the display profession may be led 
to assume aloofness. So great are the accomplishments of 
advertising in all its forms that this spirit may be imbibed 
with little difficulty, even though the draught produces a 
brown after-taste. At the risk of toasting the profession with 
a dangerous wine we cite as a triumph of decorative skill 
the widespread interest in modernistic house furnishings 
which has sprung up in the last sixty days. 

Every present-day trend had its beginnings in yesterday. 
Perhaps it was the passion for color, that peculiar phenomenor 
of the moment, that paved the way for public acceptance of 

























































new furniture and draperies. Perhaps it was because of a 
deep and yet unrecognized revolt against accepted styles. But 
it is absolutely certain that it was the modernist windows 
of New York that paved the way for Lord & Taylor’s Exposi- 
tion of Modern French Decorative Art and the modern ex- 
hibits at Macy’s and Wanamaker’s. They, in turn, proved 
the tinder that set department stores all over the country 
ablaze with interest in the possibilities of modern furniture 
and hangings. 

Sixty days ago, Coleman McCampbell, the DISPLAY 
WORLD’S New York correspondent, declared: “While mak- 
ing a tour of the exhibit (Lord & Taylor’s) the thought oc- 
curred to me that it would have a widespread influence upon 
the entire country, judging from the throngs who are rush- 
ing to see it and the comments. Certainly this introduction of 
a new note in furniture and decorative objects will create a 
new market. ... On all sides I could hear 
spectators saying, “I want this and I want 
that,’ while many were actually giving 
orders to the salesmen. This proves the 
attractiveness of the things exhibited and 
also indicates that by intelligent use of 
modernistic technique window displaymen 
throughout the country can definitely create 


when the need for the article does not 
exist.” 

In two short months ensuing events 
have proved McCampbell a prophet of no 
mean ability. So great was the interest 
of New Yorkers in the Lord & Taylor 
exposition that the store was forced to pro- 
long it to April 1. As high as 22,000 spec- 
tators are said to have viewed it’s exhibits 
in a single day. 

The flame spread quickly. Far to the 
south in Atlanta the Davison-Paxon Co. 
opened “The Home Moderne” early in 
March, an exhibit of authentic modernist 
pieces. Almost simultaneously, the Jordan- 
Marsh Co., of Boston, opened an Interna- 
tional Exhibit of Art in Trade with four 
rooms of furniture in modernistic style 
transferred in their entirety from France. 
Ed Schuster & Co., of Milwaukee, seized 
upon the Milwaukee Home Show as the 
theatre for introduction of the new de- 
signs. The Dayton Co. and Donaldson's 
in Minneapolis stressed the new art in 
window displays of carpets, hangings and 
furniture, while the Minneapolis Institute 
of Art staged an exhibit. At Columbus, 
Ohio, the F. & R. Lazarus Co. seized upon 
the spring opening to introduce the vogue 
to their community. And, meanwhile, Gim- 
bel’s, of Pittsburgh, joined the chorus with 
one of the series’ most pretentious shows. 





MODERNIST INTERIORS—Examples 
of the effects wrought by the new furniture 
and decorations is seen in room settings 
from the department store exhibits. At the 
top is a living room from Schuster’s entries 
at the Milwaukee Home Show; below is 4 
living room from the Davison-Paxon show 
at Atlanta, and at the base, a living room 
from Gimbel’s Pittsburgh exposition. 


a purchasing mood for what is new, even. 
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Glimpses of Milady’s Dressing Table a la Moderne and the New Art Dining Room as Shown by Gimbel’s at Pittsburgh 


All this was pioneering of a distinctly courageous char- 
acter. There was no patent demand for this type of fur- 
nishings, no compelling urge save the maintenance of store 
prestige that called for continuous leadership. Keeping ahead 
in the merchandising procession called for quick response 
to New York’s gesture. Store after store accepted her im- 
perium in this instance as readily as in apparel styles. What- 
ever the outcome, the plunge had to be taken. 

The motive which impelled the stores is admirably stated 
in the introduction to the little booklet with which the Schus- 
ter Stores explained the principles of modernism to spec- 
tators of the Milwaukee exhibit. “Today an adventure—to- 
morrow a reality,” the writer exclaims. 

“An art that’s up to the spirit of the times—modern, free. 
Tradition in the making—gloriously expressed in modern 
furniture, modern draperies, modern lighting. Vital, dynamic 
—more concerned with line, mass and area than adornment. 

“It is a most important part of our activity to keep ahead 
of the times in order that those we serve may keep abreast 
of the times. It is in this spirit that we present the Livable 
Home transformed with the vital simplicity of Modern Deco- 
rative Art, as an important part of Schuster’s Home Show 
Exhibit.” 

To the everlasting credit of the window and interior 
decorating staffs on whom the burden of presentation fell 
these pioneer moves were converted into gripping portrayals 
that are already bearing fruit in buying demand. What was 
a faint murmur a few weeks back has now welled into a 
mighty flood. Women’s magazines instantly discerned the 
development of favorable sentiment—publications devoted to 
home decoration and furnishings rallied to the standard. 

Modernism in window decoration was not yet established 
in the majority of inland cities when exploitation of the new 





And Here Is the New Bed Chamber—Left, a Scene from Schuster’s Exhibit at Milwaukee; Right, a Gimbel Room 


furnishings began. For the first time in any region of the 
western world it had failed to serve as a forerunner. But in 
the keen endeavor of displaymen to seize upon it, there is 
promise of tremendous expansion of demand for the new 
wares. These windowmen are accustoming the eyes of their 
fans to the new styles and colors. With acquaintance will 
come acceptance. 

What were the results of these initial showings? The 
officials in charge are frank in their declarations. “Our ex- 
hibit at the Milwaukee Home Show was the talk of the 
town,” says Ross Coles, manager of the promotional de- 
partment of the Schuster Stores. 

“From the standpoint of prestige building we consider 
it a great success. More than 65000 people witnessed our 
exhibit and many favorable comments were received. As 
to actual selling, the results were comparatively small, but 
we did not sponsor the first showing of modern art in Mil- 
waukee as a merchandising event, and, of course, were not 
disappointed. 

“However, we feel that this tie up with our regular home 
furnishing departments was a big feature in drawing atten- 
tion to our regular merchandise. 

“Our conclusion is that this display has been quite worth- 
while. The time for actual selling of modern furniture, too, 
we feel, is not far distant.” 

“Our exhibit included furniture, furnishings and home 
accessories, all expressive of the modern trend in home 
adornment,” says C. Gordon Anderson, publicity director for 
he Davison-Paxon Co., of Atlanta. 

“Much comment has been noted in retail circles about the 
importance of this modern feeling, not only in the home, but 
also very decidedly in apparel and dress accessories. We 
believe that we were but following the spirit of the times 
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Nor is it surprising that popular support of the ventures 
has been liberal and enthusiastic. The case for the modern 
housewife is well defined in the statement by Alfred G. Peli- 
kan, director of the Milwaukee Art Institute and supervisor 
of art in the Milwaukee Public Schools, which appears in the 
Schuster brochure. 

“To the housewife of today to whom cleanliness is next 
to godliness, the modern movement in home planning should 
be most welcome,” Pelikan says. “It eliminates all uSeless 
and unnecessary appendages and gaudy extravagances. It 
expresses utility, beauty and structural soundness. 

“Its simplicity is enhanced through the intelligent appli- 
cation of fine proportions, through exquisite finish, and 
through its absolute accord with twentieth century living 
conditions. 

“The modern movement in home planning endeavors to 
make rooms restful in appearance, appropriate in function 
and beautiful in simplicity. It is in conformity with the 
architecture, mode of dress and manner of living of the 
present generation. It is not a passing fad. Only the best 
artists and the most capable designers can create it. It is 
sound in craftsmanship, honest in its use of materials and 
beautiful in design. 

“In the modern living room, color is introduced where 
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hitherto certain fixed formulas of interior decoration decreed 
it could not be. Floor coverings are kept low in key and in 
one tone. Light glows from behind long strips of opalescent 
glass or else the bulbs are placed in shell-shaped fixtures 
or behind glass and metal discs suggesting machine forms. 
Back of all is the sense of science, clear, definite and 
beautiful. 

“Undoubtedly, the modern woman, because she keeps up 
with the times, seeks a different sort of room from her 
grandmother. The modern boudoir is designed for her. The 
stately space consuming bed is gone. In its place is a low, 
broad couch without footboard. A skyscraper dressing table 
with a maximum of mirror requires a minimum of room. 
Chests of drawers tower upward, and soft lights help to 
make the modern woman and her boudoir more beautifu!.” 

As the Davison-Paxon promotional advertising for their 
exhibit puts it: “This modernistic feeling in home adorn- 
ment is no fad nor fancy. It is a definite period in furniture 
and home accessories, vividly expressing the restless, the 
swift spirit of these times. Sheraton and Benvenuto Cellini 
were modern, because they consulted not the past. but the 
needs and desires of their own times and their own people— 
therefore, we, in turn, will be modern only when we stop 
copying their work and start emulating their principles.” 





Michigan Clubs Hold State Banquet 


Delegates Motor in from Outland Cities to Attend 
Dinner Sponsored by Detroit Club 


By H. W. WEAVER 
President, Michigan Associated Clubs, Detroit 


i inant Michigan State Associated Display Clubs’ meeting, 

sponsored by the Detroit Club, was held Monday evening, 
May 7, in the Statler Hotel. One hundred and fifty-three dis- 
playmen from Port Huron, Mt. Clemens, Saginaw, Bay City, 
Sarnia, Ont., Battle Creek and Detroit were in attendance. 

During the entire dinner hour the various clubs led com- 
munity singing with much clever entertaining added by Miss 
Corinne Muer, Detroit artist. 

Mr. Weaver, president of the Detroit Club, greeted the 
visiting clubs and guests and followed with a short business 
session. Considerable effort was put forth during the meet- 
ing promoting the attendance from this section to the thirty- 
first annual I. A. D. M. convention. 

J. H. Carruthers, Toronto convention director, was intro- 
duced. Mr. Carruthers outlined the educational program of 
the forthcoming convention and supplemented his story with 
forty slides of the beauty spots of Toronto. 

W. A. Bergy, president of the Battle Creek Club, brought 
to this meeting sixteen members of their club. Mr. Bergy 
gave an interesting talk on “Organization Problems and Club 
Pep. A great deal of color was added to his talk by two 


Boy Scout buglers, and each Battle Creek Club member wear- 
ing a “Kellogg Pep” giant carton as an apron. Several huge 
cartons of “Pep” made in Battle Creek were given out to the 
entire attendance. 

Then practical window demonstrations were given by 
Wayland B. Weaver, of the Schmitz & Schroeder Co., Palmer 


» Wert, of Bedell’s, and T. A. Brown, of King-Blairs.. 


An invitation was extended by the Detroit Club president 
to the visiting clubs to join the Detroit Display Men’s Club 
the first Monday in October in another Associated Clubs’ 
meeting. The invitation was accepted with a tremendous 
applause. 

A check-up of the meeting disclosed the fact that 80 per 
cent of the displaymen attending were planning on being in 
Toronto, June 11, 12, 13 and 14. 

Eight new members made application to the Detroit Club. 
We doubt if such I. A. D. M. and local club enthusiasm ever 
existed before in the state of Michigan. The growth of the 
Michigan clubs is surprisingly rapid. 





AUSTRIANS FORM DISPLAY ASSOCIATION 

The Austrian Association of Window Decorators, which 
has been a departmental of the Austrian Advertising Crafts, 
has dissolved its connections with the latter society and estab- 
lished itself as an independent unit under the name of the 
Austrian League of Window Decorators. Headquarters have 
been established at 49 Mariahilfe Strasse, Vienna VI (Hu- 
bertus). 





Members of the Husiling 
New Batile Creek, Mich., 
Display Club as They 
Faced the Photographer 
at a Recent Meeting. 
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Distinctive 
Show Windows 


Displaymen everywhere realize that 
good lighting adds distinction to any 
show window display. This is why the 
leading show windows of the country 
are lighted with X-Ray Reflectors. 


The “Jack” No. 400 X-Ray Reflector 
shown is just one of sixteen types of 
X-Ray Reflectors designed for every 
size and kind of show window. 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 
CHICAGO 
—S 31 West Forty-Sixth St. 3113 West Sixth St. 


New York es Angeles 4j 
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The best electrical dealers, everywhere, carry X-Ray Reflectors in stock. 
Demand genuine X-Ray greenbacked Reflectors! 
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Proving the Power of Human Interest 


Special Settings Bring Surprising Sales to Cincinnati Department 
Store, Meanwhile Enhancing Store Prestige 


By LAWRENCE RIESENBECK 
Display Manager, Alms & Doepke Co., Cincinnati, O. 


IVE hours after the launching of our spring 
opening sale our dress buyer was on his 
way to New York City to obtain a fresh 
supply of dresses. The sale opened on a 

Monday after a day’s showing of: the spring open- 
ing windows, and in the brief period of selling during 
the morning the stock had been so depleted that it 
was necessary to rush east for replacements. The 
chief apparel display appeared in the window at the 
junction of two of the streets which our store fronts. 
One of these is a heavily traveled artery of the up- 
town Cincinnati shopping district. The other is a 
boulevard whose trade significance is found in the 
great fleets of automobiles which pass hourly. 
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Before an artistic spring background, in soft 
greens and pinks, that depicted the budding foliage 
and flowers of spring, were four figures ‘garbed in 
correctly styled examples of new dresses. This quar- 
tet had been responsible for the interest that had 
moved this merchandise so speedily. We had used 
advertising, to be sure, and we had had a style show 
in the store the preceding Saturday afternoon, in 
which live models portrayed the fitness and fashion 
of these garments. But primarily it was the appeal 
of this display which brought such quick success to 
this merchandise movement. 

Last winter during the holiday period, when our 
windows were full of Christmas wares, one of our 
executives, who is not wholly 
occupied with store affairs, 
came in to see me. Windows 
are his hobby, and every now 

and then he comes to me with 
an idea that I have found prac- 
tical because of the human in- 
terest which it brings out. At 
this time he offered “the col- 
lege girl’s bedroom,” a display 
which was to feature sports ap- 
parel and lingerie. He executed 
a rough sketch and left it with 
me, demonstrating an interest 
in the feature that showed his 
extreme desire that the scene 
be windowed even during the 
holiday period. And so we went 
to work, and when we had 
finished, one of our principal 
windows presented a jaunty 
. spectacle of co-eds in informal 
poses. One figure, couched in 
a mass of pillows, was clad in 
pajamas of ultra-sheerness, and 
by way of emphasizing her ad- 
vocacy of modernity, held a 
cigarette. Another figure, closer 
to the pane, was garbed in dia- 
phanous black silk underthings 
—and there were several other 





THE TRIMS HE USES—At the 
top is one of the effective spring 
opening windows that astonished 
Riesenbeck’s firm by the measure 
of its sales; below is a view of the 
interior decorations which he de- 
signed to catry out the theme of 
the sale and to provide requisile 
spring atmosphere. 
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Window for Elder & Johnston’s Reception to Japanese Good Will Dolls at Dayton 


figures placed in natural poses, bringing out the 
charm of their apparel and the freedom of their sur- 
roundings. 

The attention that this window drew outshone all 
the displays that had been installed in the store in 
years past. People from all over the city came in to 
see this setting, and not a few of the older customers 
of the store voiced solemn protest against what they 
deemed a slanderous assault upon the college girl. 
But it had genuine sales value, as was proved by the 
end of the second day, when every piece of under- 
wear that the principal figure wore had been sold to 
eager customers. Nor was this all. While the finery 
remained on view, the apparel exhibited was replaced 
several times, in every instance a large portion of it 
being withdrawn because of customer demands. 


Any development of display which will win at- 
tention is worth consideration, provided it maintains 
or adds to the prestige of our organization, and con- 
stitutes an attraction to the class of buyers we seek 
to serve. This includes the much-discussed element 
of motion which we have found will-produce sterling 
results if handled with discretion. I call to mind a 
window of imported Holland blankets which we put 
in two years ago, using a Dutch mill with a huge 
wheel as an attraction device. That window sold 
blankets, and sold them fast. The following year 
when we repeated the sale and used a much more con- 
servative display, it was noted that sales fell off 
sharply. 

When national advertisers use care in adapting 
their display material to our needs, we find that we 
can extract a great deal of good from it. As an illus- 
tration, there is a semi-annual sale of dollar hosiery 
that invariably brings into use a huge lithographed 
reproduction of an oil painting. This “help” sent us 
by the manufacturer enables us: to gild the display 
with an attractive bit of art that commands attention. 
It has always boosted sales, and the department buyer, 
aS a result, is one of the store’s most.enthusiastic sup- 
porters of display. 


Two years ago we staged our first style show with 
live models and we found that this essay into the 
theatrical two days in advance of our sale helped 
tremendously in developing volume. This spring our 
show jammed the store with women and aided ma- 
terially in producing record sales. 

I am convinced that display will become more im- 
portant as competition grows keener and that execu- 
tives will realize that quick turnover depends, to a 
large extent, upon prompt collaboration between 
buyers and displaymen. As an illustration, our furni- 
ture buyer has just obtained some interesting new: 
pieces in modern style and wants to get them before 
his patrons in an effective manner. Furniture de- 
mands careful handling at all times, and he realizes 
that the modernistic stuff requires even greater cdn- 
sideration. Suitable backgrounds and hangings are 
absolute essentials, and his realization of this fact 
makes it much easier for me to convince the manage- 
ment that my insistence upon them is not a. whim. 


Welcoming the Good Will Dolls 


Special Displays Greet Japanese Gifts Expressing the 
Islanders’ Friendliness to America 


By EVERETT QUINTRELL 
Display Manager, Elder & Johnston Co., Dayton, Ohio 


i ta Elder & Johnston Co. was recently host to five Japa- 

nese Good Will dolls. This affair attracted wide atten- 
tion and was under the auspices of the Dayton Council of, 
Churches. We cooperated with them in every way we could 
and had one of our windows devoted to the showing of these 
dolls. 

These dolls were brought from Japan as an expression of 
good will from 2,000,000 Japanese children to the children of’ 
the United States. They were sent in return for the 10,000 
“diplomats” that had been sent from the United States to 
Japan in 1927. 

Recently we had a réception for the dolls in our tea room. 
Mayor McDonald and the superintendent of our public schools 
gave short talks welcoming the dolls to our city. We also 
had on the program two Japanese students from our iocal 
seminary. 

The dolls were dressed in native Japanese robes and at- 
tracted considerable attention. 








20 DISPLAY WORLD. 


May, 1028 


Gauging Window Lighting Intensity 


Attraction and Illumination Are Factors Which Call for Varying 
Standards—Levels Prevailing in the Locality Set Scale 


By EDWARD W. WHEELER 


Engineer, Reflector & Illwminating Co., Chicago 
(From an Address Delivered to the Chicago Display Club) 


CONSIDERATION of prime importance in design 

of a show window installation is the intensity of 

illumination. To properly approach the problem, 

an analysis should be made of the purpose of the 
window. Serving a dual purpose, it first constitutes a draw- 
ing power, or a means of compelling attention, and, secondly, 
also serves as a setting for attractive display of merchandise. 
Determination of the intensity to be used is based upon these 
two points. 

On the first, the issue of intensity is relative; on the 
second, it is absolute. For proper illumination these two 
factors should be given equal consideration. Unfortunately, 
very often the relative value of the intensity is given all the 
consideration and the absolute value none. 


What I mean by these distinctions can best be explained by 
example. Suppose two merchants in the same line of business 
are opening stores. One is located in a small city of about 
25,000 people and the other in a city, say, the size of Chicago. 
In the first city the standard of illumination may be said to 
be around fifty foot-candles, while in the second the standard 
is close to two hundred. Bearing in mind that the window is 
a magnet for attention and that it is a natural instinct to turn 
toward the brighest places, the first merchant will light his 
windows to an intensity of fifty foot-candles or better and 
the second to the two hundred foot-candle standard. 


To get right down to plain facts, it is plainly seen that this 
first determination of the intensity of illumination in the show 
windows is nothing short of a matter of competition. And 
why shouldn’t it be? After all, selling is competitive, and a 
certain part of the burden of selling is thrown onto the win- 
dows, so why shouldn’t the idea of competition be extended 
to them? And it is! 


I hope I have made this point of relative intensity clear. 
It is dependent on the intensities of illumination prevalent in 
the locality. It is the intensity necessary to make the window a 
drawing power. 

The second determinant is absolute. It is based on the 
idea of the window being a proper setting for effective dis- 
play of merchandise. It is an absolute value of intensity, 
because it is the intensity necessary to enable one to see the 
display well and with complete ease. It is entirely independ- 
ent of competition. 


As I said at the beginning, the absolute intensity is often 
given very little, if any, consideration. The reason for this is 
that the merchant considers the illumination of his windows 
at night only. He doesn’t realize the importance of lighting 
his windows in the daytime. Very often the heaviest pedes- 
trian traffic is in the daytime, and yet that is the time when 
the windows are least effective. Why are they least effective 
in the daytime? Because the display is obscured by a glare 
from daytime plate glass reflections. 

If the window was used only at night, in practically every 
case the relative intensity would be sufficiently high to equal 
or better the absolute intensity. But such is not the case. 
Therefore, this fact plays a huge part in determining proper 
intensity levels. 

Maybe some have not heard of glare as being associated 
with daytime plate glass reflections. To clarify this point, I 
might mention that there are several degrees of glare, princi- 
pally dazzling glare and veiling glare. Dazzling glare is illus- 
trated when we try to read a book with the book between us 
and a dazzling light source. Veiling glare is well illustrated 
in the case of an unlighted show window in the daytime. | It 


is, fundamentally, the interposing of a veil of light, so to 
speak, between the eyes and the object. Under certain condi- 
tions, when you walk down the street and come to an un- 
lighted window, and atempt to see what is in it, you only see 
the image of yourself.- You are virtually a secondary source 
of light or a veil of light. Although the objects in the win- 
dow are there, you cannot see them for the veiling glare 
caused by your reflection. 


This problem of glare is entirely a matter of contrast. If 
you take a lighted Mazda lamp and look at it in a dark room 
it is so glaring it is blinding. Take it out in the sunlight and 
it won’t be so glaring. Hold it between your eyes and the 
sun—the lamp is no longer glaring, but the sun is. In other 
words, glare is a matter of contrast or difference in bright- 
ness. By removing the contrast or reversing it you minimize 
or eliminate the glare. 

This same idea can be applied to the case of the daylight 
reflections in show windows. To minimize the glare from 
plate glass reflections, the brightness of the show window can 
be raised to a point where it will equal or nearly equal the 
brightness of the plate glass reflections. 


Many attempts have been made to overcome objectionable 
plate glass reflections by the use of awnings, canopies, etc., 
but none of them has been an astounding success. Maybe a 
little illustration on the blackboard will help to show you why. 
In many cases awnings and canopies defeat their purpose. 
The reason for this is because a study has not been made of 
the principles underlying this phenomenon of glare from day- 
light plate glass reflections. 


They can be reduced by two methods, but to make a per- 
fect job of it, both of these methods should be used simul- 
taneously. They are, first, adequate illumination in the show 
windows, and, second, the use of colored backgrounds. 


Many people object to the use of light-colored backgrounds 
because they claim the fundamental principle of display—that 
is, subordination of the background to the display—is defeated. 
Well, isn’t it better to defeat one principle of display than to 
defeat the whole display? 


One might ask, “Well, how does a light background help 
to overcome daylight reflections? “You say, just increase the 
light on the display and the daylight plate glass reflections are 
overcome!” This is quite true from the standpoint of only 
seeing the objects of the display. But, with a dark back- 
ground, the display is to a certain extent seen in front of a 
distracting background, which in some instances may be quite 
animated. The trouble in this case is not that the objects 
cannot be seen, but that the reflections that obscure the back- 
ground are distracting. In fact, the background reflections 
are many more times distracting than a light-colored back- 
ground would be. 


Returning to this point of absolute intensity, it is absolute 
because it is the intensity necessary to enable one to see the 
display well and with ease. 


I said in the beginning that the two values of relative and 
absolute intensity should be given equal consideration. One 
might say, “How can it be done, when three hundred foot- 
candles of light are necessary in the daytime and only one 
hundred and fifty foot-candles at night?” That is very simple; 
only burn half of the light at night. If you find that you need 
one row of reflectors burning with 200-watt lamps on twelve 
inch centers at night, have two rows installed and turn both 
on in the daytime. 
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“On to Toronto” Is I. A. D. M. Slogan 


Thirty-first Annual Convention in Dominion Metropolis to Assemble on 
June 11—Committees Promise Association Its Greatest Show 


OMMITTEES are rushing preparations to comple- 
tion for the thirty-first I. A. D. M. convention, 
which opens at Toronto on June 11, when Amer- 
ican displaymen will hold their first annual gather- 

ing on Canadian soil. Flushed with the joy of winning the 
meeting for Ontario’s metropolis and the splendid support 
which civic and political leaders have afforded them, the 
Toronto displaymen have worked night and day in prepara- 
tion and have pounded a program together that is said to 
surpass anything offered in the past. 

This will be the first year in which the departmental sys- 
tem has been in vogue, and efforts will be made to provide 
sessions for displaymen from the various branches of retail- 
ing that will fit with ‘their requirements. The utility men 
will be segregated under the leadership of Syl C. Rieser, of 
St. Louis, display manager for the Laclede Gas Company, 
who has recruited an able staff of assistants in handling this 
section of the convention. : 

Sol Fisher, head of the Fisher Display Service, Chicago, 
is to direct the Display Service Departmental. As the man- 
ager of one of the foremost bureaus handling window in- 
stallations for national advertisers, Mr. Fisher is well 
equipped to manage this division of the convention, and will, 
in all probability, give_a good account of himself. 

Department store displaymen will have their own meet- 
ings under the leadership of H. H. Tarrasch, display man- 
ager for Stix, Baer & Fuller, St. Louis. One of the most 
successful exponents of this branch of retail display, the 
chairman, is personally qualified to handle the committee 
that has been placed in charge of this departmental. Early 
reports indicate that they have their work well in hand. 

Men’s wear will receive the attention of a committee 
headed by Eugene S. Cowgill, secretary of the Birmingham 
Display Club, and one of the most gifted windowmen in this 
field. Chairman Cowgill has selected a number of men of 
high repute in this line to demonstrate the schemes of 
presentation most adapted to successful advertising of men’s 
apparel. 

Meanwhile, the Toronto boys have been clearing the 
decks for arrival of the swarm of delegates expected at the 
June meeting. What they have done and what they are plan- 
ning for their guests is well brought out in a statement by 
Convention Director J. H. Carruthers, recently issued to the 
trade press. 

“We appreciate the tremendous response that has come 
to us from manufacturers of display equipment,’ he de- 
clares. “Space is selling fast. Not only will the displaymen 
see several new exhibits, but manufacturers will have the op- 
portunity to meet many new I. A. D. M. members and enable 
them to talk over display equipment needs in a fashion not 
otherwise’ possible. 

“N. L. Birrell, chairman of the educational program, is 
very enthusiastic over the cooperation he is receiving from 
members of the I. A. D. M. June 11 at. 8:30 a.m. the 
ten show windows in the convention hall will have a display 
of ten different lines of merchandise and the same will be 
left in until 6 p.m. ; 

Tuesday, ladies’ and men's wearing appearel—five win- 
dows of each of these will be put in at 8:30 a.m. and taken 
out at 5 p.m., when the eleven show windows representing 
eleven stores, electrical, house furnishings, men’s apparel, 
ladies’ apparel, dry goods, drugs, confectionery, groceries, 
hardware, stationery, luggage and leather goods will be put 
in. This being manufacturers’ night and open to the citizens 
of Toronto, these displays are being arranged so the public 
can see how the different lines should be displayed to ad- 
vantage. This also means eleven more displays for the 
benefit of our delegates. 

“Wednesday, public utilities and house furnishings—five. 


windows of each will be put in at 8:30 a.m. and left in until 
6 p.m. Thursday, just as many displays and demonstrations 
will go in as on previous days. Forty different lines of mer- 
chandise will be displayed in the ten show windows flanking 
the convention hall during the four days’ session. The large 
window at the end of the convention hall, which is 8 by 20 
feet, makes an ideal demonstration window. Several demon- 
strations by displaymen who are leaders in the profession 
will be put on each day, and this will be an opportunity for 
delegates to watch practical demonstrations. Seventy-five 
windows, including demonstrations, will be on our program. 
Men of renown and ability are being secured to lecture on 
subjects that will be of interest to every delegate. 

“While the members of the I. A. D. M. gather at this 
convention to equip themselves for better positions and so 
they will be more valuable to their employers, still the mind 
must be relaxed, and such entertainment as has never been 
put on in Toronto will be provided. D. H. Bissell, chairman 
of the entertainment committee, has just outlined to me his 
program and a number of features which he intends to pro- 
vide. Monday night’s big program at Sunnyside for the 
amusement of yourself, your wife and friends will make a 
lasting impression on your memory. The officials of this 
amusement park, which stretches for three miles along the 
shores of Lake Ontario and is packed with every form of 
amusement, are giving us their fullest cooperation to make 
our entertainment a success. 

“Early Tuesday night sporting events will be held at Ex- 
hibition Park, followed by features of the evening—a grand 
championship live model draping and a fashion show that is 
different. Live models, male and female, displaying the cor- 
rect dress for every occasion, will promenade. Both male 
and- female models will appear on the platform at the same 
time, giving one a better conception of relative dress attire. 
The evening’ will end with a dance and entertainment in one 
of the many buildings at Exhibition Park. 

“Wednesday night, of course, is the big banquet and 
dance. Bud Wilson, chairman of the banquet committee, is 
preparing a menu that will satisfy the most critical palate. 
A number of outstanding entertainment features are being 
provided by D. H. Bissell. Don’t be like the man who says 


-after he gets here, ‘Sorry I left the wife or sweetie at home.’ 


“Entries are now open for the Grand Championship Live 


Model Draping Contest for prizes that will be well worth 


your interest. Address your entries early to N. L. Birrell, 
chairman of Education and Demonstrations, 569%4 Bloor 
Street, West, Toronto, Canada. ( 

“Charlie Bray, chairman of reservation and reception 
committee, informs me reservations are pouring in. One 
letter he showed me was very convincing, listing several 
names for reservations. And what do you think? Every man 
except one is bringing his wife along. Now, that is just what 
we want. Special entertainment is being arranged for the 
ladies. And don’t forget. Those planning a honeymoon in 
June—in and around Toronto is an ideal spot. 

“The photograph and show card contest not only creates 
a lot of interest, but is educational to every displayman or 
anyone interested in selling merchandise through the show 
window. We want every member in good standing to enter 
these contests, addressing all entries -to J. H. Coughlin. 
Chambers & Son, 114 Yonge Street, Toronto, Canada. 

“Frank T. Groome, of the Holophane Company, and chair- 
man of the Illumination Committee; informs the annual con- 
vention of the Illumination Engineers’ Society of the World 
will be held in Toronto ‘in September, and, as he is presi- 
dent of the local engineers’ society, features on their pro- 
gram will be available for our convention; so we can look 
forward to lighting effects which would otherwise be im- 
possible. 
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BACKGROUNDS 


that breathe quality and style 


OUR display windows, rightly used, are the 
most resultful spaces in your store. Make 
them pay bigger dividends. 


As typical of treatment that helps sell, see the 
illustration, a handsome job done by the Fifth 
Avenue Gown Shop, Jacksonville, Florida. 


First, a background of Sheetrock, with blocks 
of the same material applied in stone formation. 
Next, the columns covered 
with metal lath and plaster. 
Then Textone, the plastic 
paint, applied over the 
entire background ina 


TEXTON 


Reg. U.{S. Pat. Off- 


THE PLASTIC PAINT 


Travertine Stone effect. Relief work and other 
ornament stenciled on with Textone. 


With these same materials, you can reconstruct 
your display windows quickly at surprisingly low 
cost. Store interiors can be handled beautifully 
in the same way. You can create any desired 
effect from period to ultra-modern style. 


You will never know the possibilities of dressing 
up your store until youhave 
realized the beauty, cleanli- 
ness and artistry of Textone. 
For further facts and illustra- 
tions, just mail the coupon, 


UNITED STATES GYPSUM COMPANY, General Offices: Dept. 122, 300 W. Adams St., Chicago 


BE SURE TO SEE THIS DISPLAY 


An interesting exhibit of Textone and its many uses in Window 
and Store display work will be shown in Booth 82 at the 
International Displaymen’s Convention, Toronto, Canada. 
Come in and ask us to help you with your ideas and problems 
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Convention delegates will spend an evening at Sunnyside, the amusement park pictured in the upper left and lower 
right scenes. The city hall, in the center, and the Parliament Building, lower left, are the city’s principal public build- 
ings. Yonge Street, shown in the upper right, is one of the chief thoroughfares, 


“Fred Lacey’s chief topic is the decorations for the Palace 
of Horticulture Hall and the system he has for taking care 
of exhibitors. The decorations hold a real treat for those 
attending the convention. In the main entrance is situated 
a beautiful fountain made from bowlders with running water. 
This will be banked with ferns and flowers, and pleasing 
colored lighting effects will be shown to advantage on the 
fountain. The arches and pillars surrounding it will be 
finished in a stone effect, and clusters of flags and plaques 
bringing out the history of the I. A. D. M., and international 
feeling, will be placed on each pillar. A tableau, using wax 
figures, welcoming the delegates, will be placed over the 
registration booth. The wings in the convention hall will 
be decorated with flags and bunting, bringing otit unique 
draping and designs for interior decorating. 

“Billie Moir is like an encyclopedia—he is full of in- 
formation regarding the I. A. D. M. convention. Address 
all requests for information to him care of Liggett’s Drug 
Store, 224 Yonge Street, Toronto, Canada. 

“Letters enclosing railroad maps and road maps have 
been sent to presidents of affiliated clubs, asking their co- 
operation to make the attendance at this convention surpass 
any previous one, and already several have voiced their 
willingness to assist. 

“Bear in mind this is your convention. Your officials 
have formulated plans which are certain to give you in 1928 


the best convention the I. A. D. M. has ever held. Remem-. 


ber the dates—June 11, 12, 13 and 14. The old slogan still 
stands: ‘If You Can’t Get Here, You Can’t Get Anywhere.’ 
Canada invites you—Toronto will welcome you.” 
oO’ June 10, a crack train will leave the Illinois Central 
Station at Twelfth Street in Chicago and will head for 
the I. A. D. M. convention at Toronto over the Michigan 
Central. This will be a special train chartered by the Na- 
tional Office and will run via Detroit. Members of the 
Chicago and Detroit clubs will form the backbone of the 
passenger list, but a large group of others from out in the 
states are expected to board at Chicago and way stations. 
For the convenience of those who desire to go to the gather- 
ing on this special train, fares are quoted below. The rates 
are for coaches only, Pullman tariffs being set forth in an 
accompanying table. That prospective attendants may calcu- 
late their probable expense more fully, a scale of hotel rates 
prevailing during the week is also presented: 
ROUND TRIP SUMMER TOURIST FARES 


The figures quoted below apply both to regular trains and the Con- 
vention Special. All passengers boarding the Special must have their 
tickets specify Michigan Central—Canadian Pacific from Chicago oF 
Detroit to Toronto. Those traveling from other points must have the 
same specifications wherever these lines operate if they are to obtain 
the rates herewith given: 


To : To 
From Toronto Via From Toronto Via 
Atlanta? Ga. ois... $55.40 Chicago — Louisville, Ky.....$34.30 Chicago 
Akron, Ohio. . .. 18.53. a Lansing, .Mich..... 16.35 Detroit 
Ann Arbor, Mich.. 14.72 Chicago Lincpln, Neb....... 60.25 Chicago 


a (Continued..on page 95) 
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Means More Sales, Extra Profits 









ALT RASA 


TITTIES SATII SAT TTR SANT TM RSA RC VS 





’ | 
F ather S Fatuer’s DAY is established in the hearts 
D of the American people. It has become a red 
ay 


letter mechandising event on the calendar of every 





merchant retailing men’s apparel.: 











-- will be 
celebrated Last year it was estimated in excess of 10,000,000 
June 17th neckties were purchased as FATHER’S DAY gifts. 
, This yeat the total will exceed 15,000,000. What 
: eons portion of this substantial extra business will 
- you get? 
: . rrr peees DAY window. diaplay card 
Z to Make an 


FATHER’S DAY window streamers 





Entry in the 














: FATHER’S DAY labels 
F pike ee § Sie FATHER’S DAY stamps 
dees eset FATHER’S DAY “Neckwear Times” 
Display Contest (Containing advertising and promotional ideas, suggestions, etc.) 





FATHER’S DAY Prize Window Display 
$1000.00 Contest Circulars 


in cash, together with en- 
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|  graved certificates of award A package containing a liberal supply of the above 
= will be distributed to the will be distributed to all retailers requesting same. 
= first 20 prize winning Write to the neckwear manufacturer who supplies 
2 contestants 





you to obtain this free advertising material. 
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Associated Men’s Neckwear Industries, Inc. 
432 FOURTH AVENUE ; 
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An Atkins Saw Trim 
by Andrew Bond 
Ogden Hardware Co., 
Ashland, Ky., 
Making Good Use of 
a Scenic Background 














Summer Brings HardwareOpportunity 


The Mass of Items Required for Gardens and Lawns Give the 
Displayman Year's Best Chance for Artistic Trims 


EVER is there a time when so many oppor- 
tunities come to the hardware display trim- 
mer as in spring and early summer. Just as 
the department store windowman delights 

to see the hour come when he can satisfy his bent 
for draping with lovely spannings of piece goods, 
gorgeous jn their rippling folds and waves of color, 
the hardware man can find in this period a moment 
for expression of artistic cravings that are often sup- 
pressed by the nature of his wares. 

Green lawns make the lawn mower, scythes, 
shears, hoes, rakes and all the other tools associated 
with care of the yard profit makers. The situation 
warrants grass matted floors with display settings 
calculated to bring the passer to consciousness of his 
lawn’s needs. It’s time, too, for emphasis upon hose 
and hose reels, fittings, sod rollers, sprinkling cans— 
an enormous amount of important hardware items 
that can best be marketed by giving them artistic 
treatment. 

‘An enterprising Cincinnati decorator has seized 
opportunity by the forelock with a window that shows 
how thoughtless some of his contemporaries are. 
This is a simple arcade window, with soft wood back- 
grounds, but his enterprise has converted it into a 
theatre with spring settings that rivets the eye of 
every passer. 

At the base of his background he has placed a 
strand of decorative paper that when stretched 
around the entire back creates the appearance of a 
garden wall flanked with blossoms. Above this is 
blue crepe paper stretching to the ceiling, simulating 
the sky. - The ceiling is covered with artificial apple 
blossoms. Joints between the crepe paper and the 
decorative base are covered with tubes of yellow 
crepe paper. . 

In this cheery spring setting he shows a feminine 
figure in a house dress sprinkling the grass mat floor- 


ing. From the nozzle of the hose are thin strands of 
white thread running down to the matting. A lawn 
mower stands nearby, while a hose reel is in the fore- 


ground. Hose is coiled in several positions and 


couplings and connections are on view in cartons. 

At Columbus, Ohio, a High Street store recently 
had on view a showing of lawn mowers, scythes, 
shears, and similar tools placed upon a grass mat 
flooring. An additional feature was a number of 
mounds of grass seed in the immediate foreground. 

The accompanying illustration shows a window 
installed by Andrew Bond, display manager for an 
Ashland (Ky.) organization. Mr. Bond is a young 
man of modest experience in this field, but he has 
grasped the fundamentals and knows how to stress 
the points which mean most to the buyer. 

As a background for this display of saws, he has 
sketched a primeval forest of the north, with a swift- 
flowing stream rushing along its shores. This is an 
appropriate attraction for his goods and enhances the 
arrangement of Atkins blades. that he presents on the 
floor and on fabric-covered plateaus. Symmetrical 
grouping and placement add lustre to the showing. 

In a display of fishing tackle that he placed last 
year, he used a background emphasizing the joys of 
the angler with a view of a swift-running stream and 
leaping fish. Cut-outs of fishermen using the fea- 
tured goods added human interest and aided ma- 
terially in promoting interest that was reflected in 
attendant sales. : 





DEVILBISS CONTEST AWARDS GRANTED 


Conclusion of the annual Devilbiss Atomizer Contest was 
followed by announcement of awards. The winner of the 
first prize in the drug store class was the Newman Drug Co., 
Louisville, Ky., M. F. Waldrip, display manager. In the 
department store competition, the first prize went to Claude 
Gehring, display manager for the Rike-Kumler Co., Dayton, 
Ohio. 
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THe MOST EACLUSIVE 


MADE OF UNBREAKABLE MATERIALS AND UNAFFECTED 
BY ANY DEGREE OF HEAT 








Siégel Mannequine Will Be On Display At 
: The I. A. D. M. Convention 
Toronto, Canada, June I 1th, 12th, 13th, 14th 


International Clearing House 
of New York, Inc. 
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Windows From Five States 
Revealing Modernism’s 
Inroads 
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LEFT—(1) A Cloak Display by George R. doubly 
Russell, William Hengerer Co., Buffalo, N. Y. held 1 
Modern Gothic in dull silver with strip of for a: 
flowers in all shades of lavender on soft blue y 
One costume and accessories displayed in en- TI 
closed cubicle. Both costumes are black and lished 
white giving a sharp contrast to silver back- 
(2) The Chief Opening Windows at Davidson fall ex 
Bros., Sioux City, as trimmed by J. T. Erskine. sas 
Background, canary silk trimmed in b‘ack, gold, activit, 
red, green, lavender, and orange. Floor, beige, Derby 
felt with stenciled mat in center. Goats in pid” 
ivory. Lights, green and colored floods on He 
background from be‘ow. spring 
(3) Frock Display for the Winkleman Co., Port ey 
Huron, Mich., by A. L. Bright. Backgrounds the int 
of masonite pressed wood board using textone as a Ic 
background all in silver. “ 
(4) Apparel Trim by V. M. Butterfield, The Tt 
Kepler Co.. Eau Claire. Wis. the ev 
(5) Lingerie as shown at Oransky’s, Des } 
Moines, Ia., by Paul V. Hamlin. the fir: 
ABOVE — (1) Onening Window for C. W. classes 
Klemm, Inc., Bloomington, Ill., Installed by ‘ 
W. Bartikoski. now us 
(2) Another of the Klemm Series by Mr. above | 
Bart'koski. : 
(3) Eccentric Yard Goods Drape for Schroder mittee 
Bros., Battle Creek, Mich., by W. A. Bersy. display 
Background green velour. Set piece, violet, Spok 
mother of pearl, go’d mirror, gold texture and pokar 
crown. Drave. three shades of rose pink. the wo 
(4) Modern Setting for Felt Hats Inctalled for the | 
the Butcher-Roberts Co.. Bettle Creek. Mich. € lar 
The large panel is light grey. the first wing sured, 
blue, the second orange, the trianeular plateau “Th 
dark grey. The strip on the large nanel is 
orange. The flooring is blue felt. The hats one of 
on each side are grey and the center ones green. in Spa 
before 
fourtee 
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How Spring Openings Were Staged 


Flashes from Some of the Window Celebrations Which Marked the 
Launching of the Annual Spring Merchandising Campaign 


PRING openings throughout the nation again dem- 
onstrated the resourcefulness of windowmen as 
department and women’s apparel stores began 
their seasonal drive for business with sales and 

opening celebrations signalizing the passing of winter. 

Alert to link their establishments with nature’s refurbish- 
ment of the landscape, these dealers garbed their windows 
in bright colors, exhibiting their newest wares and most 
fetching modes as their contribution to preparation for spring 
rehabiliment and decoration. 

As has been customary for several years, contests to de- 
termine the skill and art of the displaymen featured many 
of these openings. Window night celebrations were frequent 
and community style shows and opening parades were nu- 
merous. In several instances displaymen’s clubs took charge 
of the events and demonstrated the value of such bodies by 
the publicity and attention which they focused upon the ad- 
vent of a new season. 

As was expected, modernism proved the dominant feature 
of the opening displays. All over the country the decorators 
seized upon this new art and utilized it to embellish their 
showings. Despite the temptation to exhibit their familiarity 
with this novel and little understood form of expression, they 
seldom plunged into rash experiments. The modern features 
of their decorations usually appeared in set pieces or back- 
grounds, the wax figures remaining naturalistic, and the ar- 
rangement of the displays retaining familiar balance. 

How the openings were conducted is best brought out in 
the reports received directly from the firms and organiza- 
tions participating, a few of which are presented herewith. 

Spokane.—“Spokane’s Fifth United Window Exposition 
and the Third United Spring Exposition took place on March 
15, 16 and‘17,” says Victor E. Linden, publicity director for 
the Spokane Display Men’s Association. “As in the past, the 
windows were unveiled simultaneously at a given signal, and 
Spokane reveled in the gorgeous beauty of one of the most 
elaborate expositions she had yet seen. The displays far 
surpassed any viewed in previous expositions and were 
doubly interesting, due to the fact that no exposition was 
held last fall, making this the first event of this character 
for a period of slightly more than a year. 

“The spring and fall expositions have become firmly estab- 
lished in Spokane’s civic activities and are looked forward 
to each season as a part of this program. The lapsing of the 
fall exposition was unavoidable, due to a month of unusual 
activity which included the National Air Races and Air 
Derby. 

“However, this lapse seemed to have no ill effect on the 
spring exposition, and, to the contrary, served to heighten 
the interest in it. It was welcomed with open arms, much 
as a long-lost friend. 

“The competitive angle had been entirely eliminated from 
the event, and whereas prizes had heretofore been given to 
the first, second and third place winners in their respective 
classes, a blue ribbon, designated as an ‘Award of Merit’ was 
now used and given to those who showed constructive effort 
above the ordinary display, Displays were judged by a com- 
mittee selected from the women’s clubs of the city and each 
display was carefully considered before the award was made. 
Spokane’s United Exposition is united in the true sense of 
the word, and, by placing the smallest shop on a level with 
the largest department store, the utmost cooperation is as- 
sured. It has proved a success. 

“The display by J. Allyn Dean, of the Crescent Store, was 
one of the most unusual and outstanding displays ever seen 
in Spokane. The display exploited printed crepe dresses 
before a background consisting of an exaggerated rose bush, 
fourteen feet high with a spread of over ten feet, the flowers 
being nearly three feet across. This was supplemented by a 


decorative bird with a tail that was easily ten feet long. The 
mound and the trunk of the tree were of a black silk texture 
tinted moss green and mauve. The roses and buds were of 
silk in beautiful fuchsia colorings, shading to pink, and the 
foliage, of metaline cloth, was done in light shades of green. 
The decorative bird of molded silk feathers in orchid, green, 
blue and yellow colorings, was a clever adaptation of an 
exaggerated pheasant. A background of black velvet and 
a floor of black lacquer with a moss green and gold border 
completed the display. 

“Another display by the Crescent Store featured a large 
decorative fan, fourteen feet high, in black, orchid, green 
and blue colorings, with a black floor and green and gold 
border. The merchandise, displayed on decorative tables and 
a decorative cabinet, exploited dress accessories. 

“The men’s wear display by V. E. Linden for R. J. Hurd 
& Company, showed an unusual bird house done in shades 
of green, set in a profusion of apple blossom foliage. The 
displays by Glen Waugh fot the Whitehouse Co. carried a 
true Japanese atmosphere throughout, even to the extent of 
lettering the message, ‘Spring ’28,’ in Japanese characters on 
the display windows. The display for the New York Out- 
fitting. Co., installed by the Spokane Display Service, was 
a beautiful effect with embossed leather floor blocks in 
pastel shades. An unusual and exceedingly beautiful display 
was that of the Davenport Sport Shop, using the new Crystal 
draperies. Kenneth Bush installed this display. 

The Palace Store, Culbertson’s and Fogelquist’s Men’s 
Store all carried unusual displays. Displays were kept intact 
for four days, including Sunday, which gave everyone in- 
terested an opportunity to view them. The weather man 
was kind, the displays were all of exceptional merit, the 
crowds responded, and, all in all, Spokane’s Fifth United 
Spring Exposition went over the top as never before.” 

Holyoke, Mass.—“The Holyoke (Mass.) spring opening 
indicated an inclination to feature specialties in new modes,” 
says Conrad Hemond, secretary of the Holyoke Chamber of 
Commerce. “Probably the most striking example of this 
tendency was shown in the opening windows arranged by 
A. Steiger & Co. 

“The object of this window was to promote -the sale of 
Brantome coats, and the arrangement of the display well 
illustrates the ideal nature of these coats for - automobile 
wear, as a rain coat, and for general sports wear-purpdses. 

“An automobile was used, primarily to draw attention to 

the window. There is one unusual feature about this window 
and that is that all goods were the products- of General 
Motors.” ' 
~ Waukegan, Ill—The first prize in the city-wide contest 
conducted at Waukegan, Ill., was captured by Charles S. 
Longenbaugh, display manager for the Globe Department 
Store. “The modern art panels and set pieces were all made 
in our studio,” says Mr. Longenbaugh. “The color scheme 
was black and silver with a blue trimming. The flowers were 
of very high colors, contrasting well with the panels. The 
floor mats of three of the windows were painted a Nile green 
on ‘celotex.’ In the displays we tried to carry out, where 
possible, the ensemble idea, using accessories to match as 
in the dress material window, the ready-to-wear and men’s 
clothing, etc.” 

Lexington, Ky—The Third Annual Spring Style Show 
conducted by the Lexington Board of Commerce was more 
beautiful this spring than ever before, according to Ed 
Wilder, secretary of the body. Individual merchants put 
greater efforts into their displays, and most of the smaller 
stores caught the spirit and installed displays that were 
attractive, as well as unusual. ‘ 

Omaha, Neb—Spring Style Week was celebrated at 
Omaha from March.12 to 17. “Every window in-.town car- 
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FROM THE WINDOW 
EXPOSITIONS 


Trims Installed by Members of 
the Port Huron, Mich., and 
Spokane, Wash., Clubs. 





Left—Port Huron Windows: (1) 
First prize yard goods by E. E. 
Palmer, Ballentine Dry Goods Co.; 
(2) first prize, men’s wear, second 
group, by J. Levi, Rubenstein’s; (3) 
honorable mention, women’s wear, by 
E. A. Hansen, E. A. Hansen Co.; 
(4) first prize, shoes, by Ed Detrich, 
McElroy Shoe Co.; (5) one of a 
stretch of windows which won the 
capital prize for all classes for J. W. 
Forbes, J. B. Sperry Co. 


Above—Spokane Displays: (1) Ex- 
position trim of men’s wear by Vic- 
tor E. Linden, R. J. Hurd & Co.; 
(2) women’s apparel shown for the 
New York Outfitting Co. by the Spo- 
kane Display Service; (3) women’s 
apparel and millinery by Glen 
Waugh, The White House 
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OPENING GEMS 
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Above is the Auto Trim 
Supporting Sport Coats 
Installed by the 
A. Steiger Co., Holyoke, 
Mass.; 
Below, J. R. Patton's 
| Dignified Modernist 
| Setting for L. S. Ayres 
| «& Co.'s Indianapolis 
O pening. 



















ried cards of special design announcing the event,” says 
Frank Fiala, secretary of the Omaha Display Men’s Club. 
“They were all made the same on dark green board with 
black lettering. All stores cooperated with us, having all 
windows trimmed at their best. The whole week was dedi- 
cated to showings of new merchandise and none of these 
were sale windows. Interiors were beautiful, and many thou- 
sands of palms were used through the upper floors. The main 
object was to get away from the hackneyed ‘spring opening.’ ” 

Battle Creek, Mich—W. A. Bergy, president of the Battle 
Creek Display Men’s Club, describes the local celebration in 
dramatic fashion. 

“Swish-sh-sh, boom! 
tervals of one minute, heavy crashes and showers of colored 
stars and white fire over the downtown section of Battle 
Creek flashed a signal to Boy Scouts. Immediately the entire 
length of the business streets was bathed in a glow of red 
light as candles, placed at ten-foot intervals, burst into 
flame. Buglers sounded reveille in perfect unison, and street 
lights flashed on while curtained show windows were un- 
veiled. A band began to journey back and forth along Main 
Street, which had been cleared of traffic by police order. 

“Thus Window Night was without doubt the biggest affair 
of this nature ever staged in the city, and it was handled 
completely by the Display Men’s Club. Our preparations for 
it required a great amount of planning, for we dared not go 
wrong on our first attempt. 

“First, we sent a form letter to one hundred and fifty 
merchants, then we arranged a publicity campaign through 
the newspapers, plans being worked out by having repre- 
sentatives of the dailies at one of our meetings. Advertising 
backed by news stories for a week before the event, and cards 
on the street cars carried our slogan, ‘Watch for thé Red 
Lights of Spring,’ to the public. Later we changed this 
copy to, “They’re Here—the Red Lights of Spirng.’ 

“All windows carried announcements on the “red lights” 
and all were completely blanketed at the time that the bombs 
were fired.” 

Port Huron, Mich —We had the largest crowd downtown 
that we have ever had,” says J. W. Forbes, secretary of the 
Port Huron Display Men’s Club. “The windows were also 
the best that were ever witnessed here. They were veiled on 
Sunday and remained closed tp view until seven o’clock on 
Tuesday evening, at which time a unit of the fire department 


Three times in succession at in-- 


made a run down Military Street which was the signal to 
unveil. An hour later the parade started. The merchants 
gave prizes amounting to four hundred dollars and displayed 
their prizes in the windows with the winning numbers on 
them. Tickets had been isued for a week -prior and the 
viewers went from window to window comparing their tickets 
with the numbers. The merchants’ prizes consisted of 
dresses, hosiery, a vacuum cleaner, shirts, baskets of gro- 
ceries, toilet sets and some individual prizes running to as 
high as fifty dollars. The Chamber of Commerce gave a 
loving cup to the producer of the best float, also ribbons to 
prize windows produced by club members. On Wednesday 
morning, windows dressed by club members contained cards 
identifying them as the creations of our club.” 

That the event stimulated interest in the club is evidenced 
by the influx of new members who came in during the two 
weeks preceding “Window Nite.” Secretary Forbes asserts 
that nine men joined in this period and another trio was 
waiting application blanks. 

The prize winners were: Capital prize, all classes, J. B. 
Sperry Co.,; J. W. Forbes, displayman. First, women’s wear, 
Winkleman Co., A. L. Bright, displayman; honorable men- 
tion, E. A. Hansen Co., E. A. Hansen, displayman. First 
prize, men’s wear, first class, L. Higer & Son, S. B. Noxon, 
displayman; honorable mention, Treleaven & Walker, C. 
Hazelton, displayman. First prize, men’s wear, second class, 
Rubenstein’s, J. Levi, displayman; honorable mention, G. & L. 
Clothes Shop, ‘C. Frazier, displayman. First prize, shoes, 
McElroy Shoe Co., Ed. Detrich, displayman; honorable men- 
tion, John Mann Shoes, Joe Watters, displayman. First prize, 
furniture, Spike Furniture Co., Glenn Vinning, displayman; 
honorable mention, Howard Furniture Co., E. J. La Fave, 
displayman. First prize, yard goods, Ballentine Dry Goods 
Co., E. Palmer, displayman; honorable mention, Cochrane 
Dry Goods Co., Wm. Mann, displayman. First prize, drugs, 
only entry, Miller Drug Co., W. Cummings, displayman;. 
Typewriters, only entry, Kerr Typewriter Emporium, J. Sin- 
clair, displayman. 

Davenport, lowa——M. R. McDonnel, publicity director | for 
the Davenport Display Men’s Club, is content. to-let local 
newspaper reports tell the story of the local opening and style 
show on March 6. 

“More than one window decorator has been losing a little 

(Continued on page 67) - . 



















32 DISPLAY WORLD 


May, 1928 © 


New Dyas Unit Bespeaks Builders Art 


Efficiency and Beauty Are Blended in New Hollywood Establishment 
—Architects’ and Equipment Men’s Skill Shown in Appommtments 


HE new height-limit home of the B. H. Dyas modified Mediterranean style, this building rises ten 
Company, recently completed, is one of the stories above the ground in addition to two full 
most modern merchandising stores in the basements beneath. It occupies the entire lot, which 


west. Designed by Fred R. Dorn, in a extends 100 feet on Hollywood Boulevard and 150 








feet on Vine Street, and is of 
Class “A” reinforced concrete 
construction, with exterior of 
face brick and terra cotta. 
The Italian travertine of the 
floors, repeated in the massive 
pillars where a frieze of gray 
Italian marble separates the 
harmonious neutral tints from 
the ceiling spaces, which are 
warmed by glints of gold and 
bronze, all lend to the lower 
floor a sumptuous atmosphere. 


The soft browns of the 
burnished walnut woodwork 
throughout the various sec- 
tions are high lighted by inlay 
of hollywood toned to a golden 
tint. Merchandise cases, stands 
and tables are of original de- 
sign, convenient and beautiful. 

Daylight admitted to all 
fitting rooms and service quar- 
ters is of high advantage. 


The latest mechanical de- 
vices have been installed to 
make service easy and rapid. 
Package conveyors and pneu- 
matic tube systems serve every 
foot of floor space, while a bat- 
tery of high-speed elevators 
give rapid service to each floor. 
These are supplemented by 
an automatic elevator large 
enough to accommodate a fully 
loaded truck, which may be 
taken to any floor of the build- 
ing. 

The main floor columns 
have been housed in neatly 
built column. enclosures that 
are a credit to the designer and 

(Continued on page 68) 





IN THE NEW STORE—The 
lower main floor where the sports 
shop is located is shown in the 
upper illustration. The second 
shows the women’s ready-to-wear 
salon on the third floor; the base 
provides a glimpse of the beauti- 
fully furnished English Room 1 
the Pent House on the roof. 
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NEW IDEAS in 
DECORATIONS 


(ILLUMINATED) 





Booth No. 105 at Toronto 





The JONES-ADAIR CO. 


CHAMBERS AVENUE JEANNETTE, PA. 





























NEW : | NEW 
aopeess Display (‘raft (oo. LNe 
Distinction in Display Equipment 
425 FIFTH AVENUE NEW YORK 


PHONE WISCONSIN 4684 


Modern Art Expressed in 
DISPLAY FIXTURES 


The fixtures cast in PRACTICAL 























bronze and finished in ARTISTIC |”, 
satin nickel. REASONABLE. 
816.50 Millinery Stand X-3 Lingerie Stand X-1 
Po High $13.50 $16.50 
Dress Stand X2 30 in. High 36 in. High 








“Patent Pending—The Design of These Fixtures Fully Protected” 
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Germans Urge Newspaper Criticism 


Essen Convention Hears Plea of Teutons’ Vice-President for Effort 
to Put Display on Par With Theatre and Literature 


ECOMMENDATIONS of Vice-President 
George Fischer that the organized display 
movement enter into negotiations with lead- 
ing newspapers to launch a criticism of dis- 

play comparable to their treatment of theatre and 
music featured the 1928 convention of the German 
Association of Window Decorators, which opened a 
two-day session at Essen on March’ 24. 

In the pleasant halls of the “Borse,” delegates, 
gathered from far and near; sat down to the task of 
‘reviewing the body’s accomplishments during the past 
year, and its prospects for the future. Indicative of 
the advance of the association and its recognition as 
a strong force for the improvement of national busi- 
ness was the attention lavished upon the convention 
by government bodies, trade associations and the 
press. The city council of Leipzig sent as their repre- 
sentative, Herr Metzer, a member of the School 
Board, and Essen was represented by Supervisor Nix. 
The Essen dailies, the Berlin trade press, and the 
various news bureaus also had representatives in at- 
tendance. Greetings were also received from the 
Prussian minister for trade and industry, the minister 
of industry in the national cabinet, the Hessian min- 
isted for culture and art, State Minister Herr von 
Reibnitz of Neustrelitz, and presidents of the coun- 
cils of Dusseldorf, Hannover, Cassel and Cologne. ’ 

Messages also came from mayors of Cologne, 
Dusseldorf and Munich, the ministry of industry of 
Wurttemburg, the German Association of Municipali- 
ties, the city of Bochum, the provincial school ad- 
ministration of Brandenburg, and the management of 
the Industrial Arts School of Hamburg. 

Merchants’ associations in Breslau, Essen, Halle, 
Hannover, Mannheim and Wesermunde sent greet- 
ings, and chambers of commerce in Berlin, Barmen- 
Elberfeld, Bochum, Dortmund, Muhlheim, Essen, 
Duisburg, Frankfurt-am-Maine, Gorlitz, Hannover, 
Hildesheim, Cassel, Cologne, Konigsberg, Magdeburg, 
Mayence, Mannheim, Munster and Wiesbaden for- 
warded good wishes. 

The well-attended assembly was called to order 
by President Bruno Seydel, who, in a brief address, 
expressed the gratitude of the association for the wel- 
come extended and stressed the cultural significance 
of display art and the display profession. He was 
followed by Doctor Krentz, legal adviser of the asso- 
ciation, who stressed the commercial influence of win- 
dow decoration upon national industry. The speaker 
bore into the subject of show window development 
and outlined the route that this must take if the dis- 
play profession was to be elevated,.and by its develop- 
ment assist in the advancement of retailing. 

Methods te be used in bringing this desired result 
were issues of greatest importance. Much debate. was 





occasioned by a proposal to create an emblem to be 
used in displays. H. M. Geiger, editor of the asso- 
ciation bulletin, in dealing with the work of his de- 
partment, declared that publicity has become so vital 
that a bureau had been set up to supply the trade 
press of the country with news of the association's 
activities. This unit will cover display developments 
arising in Germany and foreign states. The need of 
press support was also emphasized in the address of 
Vice-President George Fischer, who digressed from 
the subject which he was billed to speak on to sug- 
gest several interesting proposals. 

Frankly analyzing the effect of window decora- 
tion during the past year, both as to accomplishment 
and defect, he declared that the most valuable critics 
of the window were the general public, and for this 
reason it was time to extract greater value from their 
criticism. The buying public is not blind to the simply 
arranged display that reveals the nature of the goods 
and its qualities, he declared. In the interest of the 


Tetail world as well as the decorator himself, it was 


advisable to make this criticism articulate. In order 
to accomplish this the association must have the aid 
of the press, for it alone possessed the power to focus 
attention on windows and to foster understanding of 
display principles. Why? It had its critics for the 
theatre, the arts and the sciences, and commented 
without reserve upon their achievements and _ their 
principals. Therefore, the press must be made to 
recognize display in similar fashion as a mirror of 
German culture and activity affecting the public, the 
retailer, and last, but not least, the decorator himself. 

The cultural aspects of a city were reflected not 
only in its treatres and music, but to even greater 
extent in show window decoration, he asserted. Un- 
flinching criticism of display in the press would move 
the retailer who was careless of display to quicken 
his pace as a means of placating public opposition. 
Thus public, merchant and decorator would be bene- 
fited, and lastly, the newspapers themselves. 


“Unfortunately we have not progressed so far,” 
he admitted. “Today the decorator must serve as his 
own critic. He must be frank enough to recognize 
his errors as well as his accomplishments and‘still 
keep on an even keel.” 

The conclusion of Delegates Day brought a “Rhine 
Evening” in which all took hearty part. The mem- 
bership session which followed on Sunday was de- 
voted to association problems. The reports of the 
treasurer and general secretary were acted upon, as 
well as various other matters of interest to the mem- 
bership. Then followed the election of officers result- 
ing in the choice of Bruno Seydel for another term as 
president and a cabinet containing the following offi- 

(Continued on page 39) 
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r Special Educational Display and Demonstration of Exterior Floodlighting of modern buildings designed by Mr. Berthold | 
Audsley, of the Edison Lamp Works of the General Electric Co., Harrison, N. J. All the cut-out work in producing 
1 this miniature business section was done with the Cutavl. 


Builder of Models for Edison Lamp Works of the General Electric 
Company Uses the Cutawl On His Miniature Towns and Buildings 


r The use of cut-outs, miniatures of public service activities and educational displays of this character 





") for windows, industrial and sales convention exhibi ions is fast developing another important applica- 
f tion for the high-speed, electrically operated Cutawl. 

¥ Berthold Audsley, in charge of special displays for the Edison Lamp Works, in te’ling of the above, 
7 wrote: “I am enclosing a photograph of a large display piece which I designed and executed. The 
A area of the group is 14 feet wide by 12 feet deep. Several of the buildings are 11 feet high. All 


the buildings were cut out by 


- THE INTERNATIONAL 











‘ a 
n 3 
7 Enter your best ex- 
a i which we bought from you several months ago. I am now building a fine 
amples o p ; veral ago 
display for the National Electric Light Association Convention to be held at 
- work NOW for the Atlantic City, June 4th to 7th. 
“I can safely say that I could not have constructed this piece of work if it 
is Cutawl Contest had not been for the heip of the Cutawl. 
J 5 h “For this class of display work the machine is a wonder.” 
‘si before une t (Signed) BERTHOLD AUDSLEY, Special Displays, 
ll : Edison Lamps Works, of the General Electric Co., Harrison, New Jersey 
— in = Be ae oe NOTE—Mr. Audsley, it should be further explained, is a former architect and an inter- 
est examples : nationally known miniature builder. He has built many famous models of towns, cathe- 
1e po eh ot ge the cg drals, factories and bungalows in England and America. His frank comments regarding 
isplaymen's ra hy whet Meee the value and helpfulness of the Cutawi is all the more interésting because of his long 
1- ronto, in June. en © y experience in the interesting field. 
examples of ap _—_ ant a 
* done with your Cutawl. end two 6 
; “amounted grate af each snows, J Let Us Send You the Cutawl for 15 Days’ Trial 
1e graph; one giving your description, You can try it out to your own satisfaction in making background designs, scrolls, lettets. 
name and address—and one. without figures. stencils, and such other forms and objects as you have been accustomed to cut ovt 
1S any mark of identification, for con- by hand or jig-saw. The Cutaw! is the greatest ‘time and labor saver imaginable. We shall 
a. sideration of the judges. be glad to send it for 15 Days’ FREE TRIAL to any man or firm who will furnish suitable 
Every contestant will receive $1.00 credit references. Write today for particulars. 
t- for his set of photographs whether 


é he wins a prize oF not THE INTERNATIONAL REGISTER Co. 


;- 13 South Throop Street, Chicago 
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Settings That Bring Out Shoe Beauty 


SPLAY WORLD 


May, 1928 


“Beautiful Shoe” Era Demands Beautiful Surroundings for Footwear, 
Says Noted Detroit Displayman—Tips from Other Workshops 


ITH the thought that there is art in ‘Moderne’ 
footwear,” says F. E. Whitelam, 


manager for R. H. Fyfe & Co., 


Detroit, 


display 
sk | 
naturally turned my attention toward the 


seendly of this art, searching for a suitable phase for 
window adaptation. 
“The illustration here shows a most simple treat- 






















































ment of black satin throughout with dull gold air 
brushing to bring out the futurist scheme. The 
floor was covered in the same manner with black and 
gold braid to finish the edge, to accord with the 
screens. The scarfs, pillow and lamp shade gave a 
touch of color, all being a soft shade of green. 

“A beautiful shoe era is at hand; therefore, we 
must have beautiful settings to 
enhance their modern trend. 
The toning up of shoe win- 
dows is not an extravagance; 
it is today an item of good 
judgment and practical busi- 
ness economy in the long run. 

“Shoe store windows must 
step boldly forward and keep 
pace with the ultra ‘Moderne’ 
footwear now in vogue. Why 
should beautiful shoes be 
placed in anything other than 
suitable settings of real beauty? 
The answer to this query is 
seen in beautiful reality in 
every live shoe store in this 
country where the new idea in 
footwear has gripped public 
interest. This makes it neces- 
sary to display these modes in 
artistic, attractive window set- 
tings.” 

Winthrop Frye, dleslonse mani- 
ager for the William Filene 
Sons Co., of Boston, ‘in de- 
scribing the “second display, 
says: “We used a tan velour 
curtain with a silver block bar- 
ricade acting as a screen for 
the lights that reflected upward 
on the curtains. The modern- 
istic fixtures in the foreground 
were series of open blocks ap- 
parently balanced but actually 
fastened together. The balanc- 
ing was done on the opposite 
end of the base. The base and 
two-unit part were finished in 





FITTING SHOE SETTINGS— 
Beautiful settings for beautiful 
footwear is the order of the day. 
Cases, cabinets and screens provide 
the right atmosphere. Illustrative 
are windows such as the top by H. 
H. Tarrasch, Stix, Baer & Fuller, 
St. Louis, the center by Winthrop 
Frye, Wm. Filene Sons Co., Boston, 
and the base by F. E. Whitelam, 
R. H. Fyfe & Co., Detroit. 
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silver, and the eight-unit fixture was in blue and silver. 
An illustration of the uses for glass panels in 


modernistic shoe display is seen in a window recently A ( 

fashioned by H. H. Tarrasch, display manager for 00 
Stix, Baer & Fuller, St. Louis, Mo. In a large 
modernistic display case which staggered down by bd 

jagged angles from the right of the window was a Sugges {2 On 
series of compartments with glass shelves covered : 
with glass partitions that reached diagonally from sa 


the left end of the sHelves to the top of the compart- yy S 
ments. In the lower space thus created in each cubby 
hole, a pair of shoe was exhibited. 


The third unit of this compartment differed from 
the first by abandoning the shelf idea and slicing its ( IY, } | 
display space by three dividers, which created two re : 


isosceles triangles with space at the base in which CERES ORE 


footwear might be displayed. Light showings of Panelized Timber 
shoes appeared on each of the steps in the tier, the 
last being the thickest. A millinery head with hat for your requirements in 


and fur piece served as the balance for the towering 
cabinet at the right and also as a relief for a table of 


making displays, back- 















modernistic type which appeared in the left fore- grounds, cut-outs, signs, 

ground. A number of shoes were placed at har- and all decorative work 
monious intervals across the entire front of the win- where rigid flawless pan- 

dow, which was given grace by a background hang- ee 

; ing of light coloring contrasting sharply with bright tustaite ; 

modernistic. ornaments. Cornell is the all-wood 

5 ” 7 e 9 e 

Visualizing the Towel’s Thirst fibre a ee cuts and 

5 In Idea That Turned a Simple Merchandise Display ee See - eines be: aig 

: Into a Novelty That Held Passers Spellbound lumber. It is especially 

: | By GEORGE C. STONE adaptable to Cutaw!] 

; Display Manager, C. Kagin & Bro., Frankfort, Ky. work: and the varnish- 

1 RECENT towel display which I installed for our store : d : f id 

" attracted attention and produced desired results speedily S1Ze Sour ace provi s a 
and under the most favorable weather conditions—rain suc- splendid base for paint 
ceeded by snow. We believe this was due to exploiting in a f d 

- strong and clear way the most desirable feature of such a or any type Oo ecora- 

e towel, absorbent quality, or its “thirtiness.” tion. 

2 In the development of this display idea the writer took : 

: one towel and placed it in a pan containing a full quart of 

4 water. The towel lifted all of the water from the pan. From Your lumber dealer can 

: supply you, or for fur- 

i ther particulars address 

d 

1- 

d 

€ ! 

ly 

i 

te F 

id & 

; , rnell 

“il * ee at Halted 8 Crowds a ge yore ow eee 

: us we calculated the absorbent power of the twenty-two P li d Ti b 

Ly ; ss 4 > . A ane 2zZ€ 2m ” 4 

de dozén used in the display (it will be observed by checking 

ve that such a number of towels will absorb more than sixty 

H. gallows, but we were governed by the cans available for the 

er, display, hence the margin). It was noted on the day of the 

xm sale that a good many men responded to this display. 

yn, isi 

a Under our present plan of merchandising we use one CORNELL Woop PRODUCTS Co. 


similar “price” window each week, and in the same location. 


All of our other displays stress the “style” note. eee STATE OFRaee eae 
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Human Figures In Furniture Displays 


4 Des Moines Windowman Turns His Grand Opening Trims Into a 
Series of Playlets Mirroring Home Life 


HEN S. Davidson & Bros. moved into the 
building formerly occupied by the Harris- 

Emery Department Store, of Des Moines, 

Iowa, they took over a splendid group of 

display windows which they had properly conceived 
-as a very important attribute of their new location. 
Not only was the new store favorably situated, but, 
by virtue of this stretch of windows, it offered possi- 
bilities’ for development of furniture display that 
could be translated speedily into increased volume. 


To handle this battery they obtained the services 
of E. Therkelsen, whose varied display experience 
stood him in good stead as he began his labors. 
There was a stretch of 200 feet of frontage for deco- 
ration, divided into twelve separate windows, seven 
of comparatively large dimensions. From them he 
evolved a group of spectacles which made his furni- 
ture not merely an interesting exhibit of goods, but 
the stage properties for a series of dramatic episodes 
in which the home life of his ocmmunity was re- 

flected. In specimen  photo- 
graphs which he has submitted 
for criticism appear scenes de- 
picting the principal features 
of domesticity. 

Milady appears at her piano, 

a beautiful grand; at her left 
is a unit of living room furni- 
ture spread out upon a huge 
rug in true fidelity to the room 
arrangement plan, with par- 
ticular care in the choice of 
decorative accessories. On a 
console table before the daven- 
port is a silver service, and 
upon the gate leg, which serves 
as a substitute for the old 
library table, is an oddly 
shaped reading lamp, a smok- 
ing set and an incense burner. 
Floor and bridge lamps are 
placed at appropriate spots and 
stand lamps flank both ends of 
the davenport. 
In a kindred scene a femi- 
nine figure is shown before her 
“vanity dresser. Kimono clad, 
she gazes into her mirror as 
she completes her toilet. From 
the drawers of a nearby chif- 
<(fonier hang bits of feminine 
finery, while hose and_ shoes 
- are seen beside a comfortable 
chair that occupies the cen- 








ter of the foreground. The 
cushions upon the bed are in 
artfully fashioned disorder. 


VIBRANT WITH LIFE—Inclu- 
sion of a few wax figures in these 
room settings has converted mere 
showings of furniture into human 
interest spectacles. Note the power 
of the living room set, the realism 
of the bedroom and dining room, 
and contrast their appeal with that 
of the kitchen scene. This is a true 
gauge of their strength. 
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while silken “undies,” cast down hastily, yield realism 
to the scene that does credit to Therkelsen’s genius 
for details. 

The dining room set casts off the stolid familiarities 
commonly attending such exhibits of wood and silver 
through the introduction of a wax maid completing 
-he table arrangements. Floor coverings and draperies 
are in harmonious relationship, and the decoratives, 
though profuse, are’ not too heavy for a display of 
this breadth. It is safe to say that in common with 
the majority of these opening displays, the window 
possessed unusual appeal to the passing throngs. 

There is a sharp contrast between these scenes and 
the opening kitchen display. In this, Mr. Therkelsen 
cast aside the naturalism which had marked the other 
episodes and concentrated attention upon his wares 
without suggestion of their utilitarian virtues. Three 
ranges appeared relieved by simple screens at right 
and left, which focused attention upon a huge modern- 
istic set piece in multi-colors, towering up behind the 
range in the center. This, supported by the decorative 
elements of a light-colored linoleum flooring, presented 
appropriate features and guarded against a baneful 
heauty purchased at the expense of realism. In 


handling, quite the reverse of the methods employed’ 


in the majority of the trims, the kitchen scene, never- 
theless, is a forceful and extremely noteworthy ex- 
ample of the possibilities at the disposal of the alert 
displayman, as well as a justification of change in 
treatment when the character of the merchandise de- 
mands this alteration. 

Germans Urge Press Criticism 

(Continued from page 34) 
cers: Vice-president, George Fischer, Berlin; editor 
of the association bulletin, Hans M. Geiger, Berlin; 
assistant, Friedrich Mensler, Neukoln; treasurer, 
Friedrich Bandowsky, Neukoln; assistant, Hans 
Drehlow, Charlottenburg. 

The National Committee, which was chosen in the 
same balloting, comprises: Philip Brixius, Cologne; 
Fr. Henken, Bremen; Ferd. Spitz, Munich; Karl 
Meyer, Leipzig; Willi Giller, Breslau; Fritz Blanken- 
berg, Cassel; Fritz Cahnfeld, Elberfeld, and E. Ba- 
ranski, Rotterdam, representing the Dutch Window 
Decorators’ Association, which is allied with the Ger- 
man organization. 


PAASCHE WINS PATENT SUIT 

The Paasche Airbrush Company, Chicago, Ill, won its 
patent suit on Pressure-Feed Airpainting Units as defendant 
in Alliance Security Co. vs. Roman Paint Co. in the United 
States District Court. Decision was rendered April 10 by 
Federal Judge Saint Sure at San Francisco, Cal., who de- 
cided, in confirming the master’s report, that the construction 
of Paasche Pressure-Feed Painting Units represented no in- 
fringement. The Paasche Airbrush Co. is the only manu- 
facturer of airpainting and finishing equipment to win a 
favorable decision. 





GOLDSMAN ESTABLISHES SCHOOL IN LONDON 

Capitalizing his wide experience in display, both in 
America and England, Edward N. Goldsman, formerly a 
State Street windowman and I. A. D. M. official, and after- 
ward for several years display manager for Selfridge’s, Lon- 
don, has opened a display school in the British capital. 
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The UNIVERSAL 
DISPLAY ER 


An Entirely New and Practical 
Multiple Display Unit 


Suitable for a variety of merchandise and pro- 
viding for the attractive display of a large 
selection of a single item. Prevents mutilation 
and spoilage of the merchandise displayed. 
Creates sales and is superior to any other dis- 
play unit as a sales stimulant. Pays for itself 
out of profits quickly. 








Height,’ 28 Inches ? 

Width, Arms Extended, 24 Inches 

Capacity, 23 Arms, 3 Ties Each 

8” Felt-Covéred, Weighted Base—Bronze Finish 


The display arms can be designed to meet the require- 


’ 


ments of various kinds of merchandise, including ladies 
hosiery, jewelry of all descriptions, scarfs, handker- 
chiefs, etc. 


Write for Further Information 
and Our Complete Catalogs 


Cincinnati Show Case & 
Display Fixture Co. 
° CINCINNATI, OHIO 
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Handling A Public Utility Chain 


How the Display Directoy of a Group of Community Stores 
Built Up an Organization and What He Is Accomplishing 


EVENTY-EILGHT windows, seven hundred 
thirty-seven feet of display frontage! That’s 
some job for any display manager, but scat- 
ter those windows around into thirty-eight 

stores located in thirty-seven different towns over an 
area of 6,000 square miles and it becomes an even 


larger job. 

That’s what H. A. Tallett, of the Public Service 
Company of Northern Illinois, has to worry about 
every day, to keep those seventy-eight windows alive 
and make them pay the percentage of rental charged 
to them. 
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Going back about six years, we find Mr. Tallet: 
successfully operating his own commercial sign ané 
poster studio with a display service in connection. He 
sold this five years ago to accept a position with the 
Public Service Company of Northern Illinois and 
open a display department for them. 

It looked easy then, for they had only twenty 
stores at that time and Mr. Tallett believed that he 
could standardize displays in all stores, that he needed 
merely to visit them and equip them all with the same 
fixtures and accessories and everything would be set. 
But on his first visit he found the windows were not 
all in condition to be used for 
displays. In some cases they 
were being used as_ storagé 
space, some had no bulk head 
built in, nearly all had obsolete 
lighting, some having only a 
single drop cord hanging in 
the center for illumination. 

But in time these difficulties 
were corrected and all _ the 
stores equipped with kindred 
pedestals, velour, etc. He then 
opened a headquarters studio 
from which all activities would 
be directed. In this studio, 
each month model displays 
would be set up and photo- 
graphed, the photographs with 
instructions and all necessary 
display cards mailed to the 
stores, which needed but to 
follow the photographs and in- 
structions to install their stand- 
ard display. 

But as time went on it was 
found that this system was not 
a success. The displays as in- 
stalled were not satisfactory. 
for the reason that they were 
being installed by anyone who 
happened to have the time to 
put them in, and, therefore. 
lacked the grace and touch of 
the experienced trimmer. 





SERVICE AND COMFORT—M1:. 
Tallett puts sales pull into his dis- 
plays by stressing his goods’ ability 
to add to the comforts of the 
patron. In his top display he shows 
that his electric refrigerator serves 
in winter as well as in summer. In 
the base, he brings out that the fea- 
tured boiler eliminates dirt, making 
it possible to use the basement for 
indoor sports. The center needs 
no explanation. 
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This scheme was thrown into the discard about two 
years ago and a new system installed, by which the 
company was divided into thirteen districts. In each 
of these Mr. Tallett now: has a trained window trim- 
mer, whose job it is to take care of the displays, both 
window and interior, for all the stores of the region. 

All the equipment has been brought up to date, 
the old discarded windows rebuilt, and the latest 
types of approved lighting installed. 

The district trimmers have all been specially 
schooled in handling utility company displays, and 
Mr. Tallett has published a special “Window Trim- 
mers’ Manual” for their guidance. He also calls them 
together every sixty days in a meeting, where in- 
struction is given and ideas are exchanged. 

The men: no longer receive photographs or spe- 
cific instructions on how to install their displays, but 
are given a free hand in dealing with local problems 
as they deem best. They now receive only a schedule 
of what to display and the date the display is to ap- 
pear, together with all necessary display cards. 

Changes have taken place in the card department 
also. Originally all cards were made freehand by 
Mr. Tallett, but as the number of stores increased the 
demand for cards increased until. it was impossible 
for Mr. Tallett to meet it, so an expert card writer 
was added to the staff. 

Then as the demands for cards increased, the 
methods of making them changed to stencils and air 
brush, but this method also was too slow, so a year 
ago Mr. Tallett purchased a complete embossing out- 
it. This is the system in use today in their card de- 
partment and it is furnishing the stores with beautiful 


embossed cards in quantities. 


The display windows of the Public Service Com- 
pany of Northern Illinois rate among the best in the 
country. Their sales rooms are second to none. Their 
Oak Park (Ill.) store in particular has been pro- 
nounced the country’s finest utility company “Cus- 
tomers’ Hall.” It consists of three richly appointed 
sales floors, the second floor showing a completely 
furnished modern bungalow. 

Through their windows the company ties in with 
all local events of interest, assists in the sponsoring 
of worthy celebrations, and it is always represented 
with a floral float in such celebrations or parades, and 
with booths at all expositions and fairs, all of which 
comé under the supervision of Mr. Tallett. 


And in this connection it might be stated that 
during the past four years Mr. Tallett has won be- 
tween thirty-five and forty prizes on parade floats. 
in fact, every float he has entered in competitive pa- 
rades has finished “in the money,” sometimes collect- 
ing as many as three and four prizes by successive 
entries in as many parades in neighboring towns. 
The same has been true of the windows. In every 
case where the company has entered a window dis- 
play contest they have been awarded a prize. 

Honors such as these have become so common- 
place to Mr. Tallett and his staff of skilled trimmers 
that records of such awards are no longer kept, 
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Floor Vane Stands 


So arranged that the upper and lower stems can be 
easily reversed at will or only one stem used if 
different height and effect is desired. Made entirely 
of wood. Finished in gold or silver combination 
with two colored lacquers, and stippled in the cele- 
brated Good-Art Tooled Leather Stipple. 


Two standard color combinations: Gold, Chinese 
Red, and Black trim; Silver, Sage Green, and 
Black trim. 


Order No. 310—Height, 56”; $ 
bees, 10 10 725". ee: 12.75 


The Good-Art Polycraft 


Studios, Inc. 
3152 Reading Road 
CINCINNATI OHIO 
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Essentials for Prize Winning Trims 


“What Method Shall I Use to Put It Over?” Is Designer’s Query as 


He Ponders Entry 





Here Are the Fundamentals 


By ERNEST J. DESILETS 
Displayman, Owl Drug Co., San Francisco, Cal. 


N this era of contest windows, which are increasing 
to a considerable magnitude, there lies foremost 
in the mind of the displayman the thought, “What 
method must I apply to my trim to put it over?” 

First, it must have sales value, which, after all, is the domi- 
nating factor and real purpose of the display. Then there 
are to be considered fundamental principles, such as the 
direct tie-up between the wording and the centralizing fea- 
ture; color, with its photographic possibilities; price ap- 
speal, which can be strengthened according to the value of 
the merchandise, and symmetry and balance. 

Sales value is stimulated by simplicity. Eventually, this 
leads to a decision on stocky or thin trims, a subject dis- 
cussed particularly by drug store displaymen and those fa- 
miliar with the handling of small merchandise in large 
quantities. 

It is far better to give space and attention to the central 
feature than to crowd it with too much merchandise. This 

¢ 








method tends to compel attention to the window itself. 

The tie-up between the feature and the wording is of vital 
importance and cannot be too forcibly prescribed. The best 
results are obtained by finding the correct wording for the 
idea, then working out the feature to correspond, rather than 
the reverse. : 

Color effects are very important, especially in contest win- 
dows, most of which are built for photographic purposes 
rather than the appeal to the passerby. Since many colors, 
when photographed, are deceiving, it is well to give them 
careful consideration; this will avoid many. blurs, especially 
where lettering is concerned. For example, orange letter- 
ing on a black card has a striking contrast and can be seen 
at some distance. When photographed, however, the tone 
changes to a dark grey on black and is hardly visible, even 
at close range. 

Price appeal is helpful to the sales value, which, in turn, 
makes the window evorthwhile. As for photographic value, it 
has none, so, after all, it can be 
considered a minor detail. 

Consideration should be given 
symmetry and balance, since they 
play an important part in dealing 
with the artistic treatment. 

The photographs, one, two and 
three, were selected to illustrate 
these principles more clearly. In 
the first, the tie-up between fea- 
ture and wording is clearly shown. 

The tire, displayed in a drug 
store window, naturally arouses a 
bit more curiosity than if placed 
in a large department store win 
dow. Displayed with golf sticks, it 
naturally suggests outdoor activity. 

When one thinks of Cutex, the 
trend of thought is led to feminine 
charm, which is more or less asso- 
ciated with evening wear. 

The tire and golf sticks do not 
tell the story, however, without the 
aid of the wording, “For All Occa- 
sions, CUTEX Your Nails.” Here 
will be found the importance of 
tie-up between the centralizing fea- 
ture and the wording. 

In the second, the large palette 
is used as a background. It is also 
the main feature of the window, the 
wording -on the card playing its 
part in the necessary tie-up. The 
two birds 6n the sides lend an im- 
portance to the display by accen- 
tuating balance. 

(Continued on page 77) 





ALL PRIZE WINNERS—There 
is no speculation about the strength 
of these trims. They have won 
prizes. The first, with golf sticks 
and tires, is an unusual setting for 
toilet goods, supported by sound 
reasoning. The second uses a pal- 
ette to emphasize “Art in Makeup.” 
’ The third shows that bulk need not 
mar appearance. 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CQ. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARDBOARD CO. 
664-670 Washington Blvd. 
Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


CURTIS-LEGER FIXTURE CO. 
239 W, Jackson Blvd. 
Wax Figures and Display Fixtures 


THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 


Display ¥ 


205. 


144 
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ment 
o 
a ae Ccorations 
= rl a Chicago affords the most complete Display Equipment and Decoration Market in the 


World—Time and money may be saved, and the best that decorative genius creates cas 
be obtained in Chicago at prices that can not be duplicated—quality considered 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchant: 
everywhere—and recommended to progressive purchasers by _ the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 








Copyright, 1924, by The Display Publishing Co 
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Windowing the Golden Anniversary 


Watt & Shand Fiftieth Year Celebration, Rendered Dynamic by Gala 
Displays and Interior Decorations, Produces Record Sales 


By HAZEL SHIREMAN 


Advertising Manager, Watt & Shand, Lancaster, Pa. 


O week-before-Christmas rush in the Watt & 
Shand store ever equaled the crowds which 
filled the aisles from morning to night for 
the nine days of our Golden Jubilee Sale, 
March 1 to 10. 
The occasion was the celebration of the founding 
of the business fifty years ago. In these fifty years 


— 








the store has grown from a single room of 30x 60 
foot dimensions to a modern store with four stories, 
with a floor space of 150,000 square feet. The store 
has the advantage of an admirable location—on Penn 
Square, the center of the city, and extends east on 
King Street and south on Queen Street—two of the 
four leading thoroughfares. 

The Golden Jubilee Sale 
was the result of intensive mer- 
chandising in every depart- 
ment. The buyers held special 
meetings for weeks preceding 
the sale and discussed the re- 
sults of their visits to the trade 
centers, and discussed with the 
advertising manager and dis- 
play manager the plans for the 
sale. Charles G. Watt, presi- 
dent of the firm, met with the 
buyers, told of the plans of the 
Board of Directors, and gave 
talks chiefly for inspiration. 

All of the windows except- 
ing three were devoted to sale 
merchandise. The three excep- 
tions were outstanding in ap- 
pearance. In one large space, 
known as the Founders’ Win- 
dow, large photographs of 
James Shand and Peter T. 
Watt, founders of the business, 
were displayed in gilt frames 
flanked with ferns, palms and 
flowers. The Wheel of Prog- 
ress, presented by the em- 
ployees to the firm, was on dis- 
play in this window. In the 
background was a large plaque 
showing the various stages of 
the store’s growth in floor 
space. 

Another window featured a 
large revolving bronze-winged 
wheel of progress, formed of 


THE SPECTACULAR TRIO— 
The three non-merchandise win- 
dows that provided the anniversary 
atmosphere. At the tov is the 
“Wheel of Progress,” while below 
it appears the giant birthday cake 
encrusted with candles and flanked 
by candelabra. At the base 1s 
“Founder’s Window” and the tablet 
revealing steps in store progress. 
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scintillating golden discs. This window was sil- 
houette-lighted, and several golden and purple lights 
played on the wheel from above, producing a very 
lively color effect. Golden cherubs, on each side, held 
the purple streamers which carried the words, “Prog- 
ress, 1878-1928.” 

The third window, the largest in the store, dis- 
played a large birthday cake with fifty amber-lighted 
candles. About the cake were large candelabra, each 
holding fifty clear-lighted candles. Palms. were 
grouped in the corners and were silhouette-lighted by 
the use of amber floods. Two pages in golden uni- 
forms held purple streamers with the golden legend, 
“Watt and Shand Golden Jubilee Celebration.” 


The interior of the store was hung with garlands 
of gold leaves, which were caught up in the center 
of the room by a huge purple ball covered with gold 
leaves and lighted so as to show the ball itself. Simi- 
lar balls were arranged on the ledges. 


Large purple and gold flags were flown from the 
store windows and gold banners were flown from the 
roof. The window flags were silhouette lighted and 
the roof flags were spotlighted, giving an exterior 
which was elaborate and colorful. A large two-story 
poster featuring a purple and gold herald was placed 
on the corner of the building facing Penn Square. 
This poster announced the “Golden Jubilee Celebra- 
tion—Nine Gigantic Sales Days.” The herald idea 
was carried throughout the interior of the store both 
in upright heralds on the ledges and on price cards. 
The heralds on the ledges were made of plaster, 
finished in purple and gold, and carried a sign, “Watt 
and Shand Golden Jubilee.” These were finished in 
purple and gold. The price cards and posters carried 
out this same herald theme in four colors, purple 
and gold being most prominent. 


One thousand price tickets were prepared for the 
Golden Jubilee Sale, along with a large number of 
window and counter cards. All of this work was 
done by the Watt and Shand decorating department, 
headed by Alfred J. Climenson. This was accom- 
plished by using the silk screen process and four 
colors were used on all the posters. This enabled the 
department to cut the expenses of their cards to a 
fraction of what a four-color job would have been 
had the work been done by a printer. 


By'the same process large banners were made for 
the store’s delivery trucks, carrying out’ the same 
herald idea. They were placed on the trucks three 
days before the sale and were used throughout its 
duration. 


The sale was announced three days in advance in 
the city newspapers and in fifteen county publications, 
and a double spread appeared in the city papers on 
the day preceding its opening. The advertising 
stressed “Fifty Years of Progress,” resulting from 
“Quality, Service and Fair Dealings.” Each adver- 
tisement carried the same streamer heading, drawn 
for the occasion. 


A twenty-four page merchandise booklet was sent 
to the entire mailing list several days before the sale. 
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A New Hosiery F orm! 


“Just What We Need,” 
Say Display:Men 











UR shoe and hosiery fibre 

forms, made by a new process, 
have met with immediate success. 
Their natural graceful lines, high- 
grade lacquer finish, and the ex- 
quisite flesh coloring have at- 
tracted instant favorable attention 
wherever shown. Made true 
to form of strong, durable 
. fibre board, they are light of 
W. H.3 weight and correctly bal- 
anced to stand upright. These forms 
will last indefinitely andtost- less 
than the average form: : 


Investigate This New Line of Shoe 
and Hosiery Forms. 


Send for our new illustrated book- 
let showing full line of models. 


Ww. 10 | 





JOBBERS: Write today 
Two of a Full for our attractive offer 
Line of Models 


American Fibre Form 








Show Window Equipment Co. 


80 BOYLSTON ST., BOSTON, MASS. 

















551 W. LAKE ST. 





“Moving Stones Gather No Moss, 


But Moving Stock Gathers Profit’ 


ESSEX DISPLAY RACKS 
MOVE GOODS 





Essex Adjustable Display. Racks keep.your stock always on :}]; - 
display—in fine shape—prevent all unnecessary handling, muss- 
ing, soiling. it; 


They save much time: waiting on customers,’ increase Sales, 


Profits. 


They extend poet display windows to the interior, show: all 


patterns and colors at a glance, customer can select quickly ; 
old stock moves along. with the new. 


Are fully as mecessary as display windows, cost -but. little, : 


earn the cost in short time, last a life time; and we send’ them 
on approval, at our risk. 


We build many sizes of the racks, for many things —Shiits, 


Belts, Sport Sox, Shirtwaists, etc. Your fixture man has the 
racks. Send for dope. 


Sylvan Specialty Shop 
World’s Largest Makers of Adjustable -.. 
Display Racks ia 
*: CHICAGO, ILL. ::: LoTs 
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Bureau Opens New York Office | 
To Better Serve Advertisers 


A Personal Selling and Service Contact Is Now Available to 
Advertisers in the Eastern Territory 


Several years ago we broadcasted 
the news to manufacturers of na- 
tidnally advertised products, depend- 
ing upon the retail merchants 
throughout the country as their ulti- 
mate outlet, that we had built up an 
organization for the purpose of 
placing window display advertising 
on a higher plane and a more sub- 
stantial and reliable footing. In ad- 
dition to this, we also worked out a 
system whereby we-could offer a 
real and guaranteed service td such 
advertisers which would enable them 
tbjsecure the most from this “sales- 
clincher medium.” We studied, in- 
vestigated and acted upon conditions 
and individuals in a manner which 
we believed would best benefit, all 
concerned. We placed ourselves in 
a: position somewhat similar to that 
of the advertising agency, except 
that we are specialists devoting our 
entire time to only one particular 
advertising medium and to only one 
phase of this particular medium— 
the proper installation of displays 
in merchants’ windows to insure the 
largest passerby’ circulation and 
greatest sales increase. 

‘Because of the certainty of our 
proposition in relieving an enormous 
amount of detail and stopping the 
great waste of advertising material, 
resulting in the saving of consider- 
able time and money, many adver- 
tisers welcomed the news of the 
existence of our service and were 
quick to take advantage of its many 
exclusive and_ splendid features. 
Through this cooperation we have 
been able to make great strides 
towards accomplishing our ultimate 
aim. i 

:To express our appreciation of 
this support and to warrant its con- 
tinuance and like support from other 


—Advertisement. 





advertisers, we have always been on 
the alert for new ideas and methods 
to adopt for the betterment of our 
service: A big step in this direction 
has just been taken and one which 

















HERMAN WEINER 


all advertisers in the east will un- 
doubtedly welcome—the establish- 


-ing of an office in the heart of New 


York City. 

This office, under the management 
of Herman Weiner, is located in the 
Hartford Building, 41 Union Square. 
Mr. Weiner is a man thoroughly ex- 
perienced in advertising in its many 
branches and has been schooled by 
the executives of Bureau Headquar- 
ters Office in the workings of the 
Bureau, its methods, manner of 
functioning, meeting advertisers’ re- 
quirements, etc. Accordingly, Mr. 
Weiner is ready and willing to co- 


‘operate with all advertisers from 


the planning of their campaigns to 
the successful completion of the 
same. The Bureau’s representation 
in. New York City means a great 
deal to all advertisers located in the 
eastern and New England states. 
This makes it possible for an adver- 





tiser to arrange personally, at his 
own convenience, for the installation 
of displays in practically all cities 
and towns throughout the United 
States with the least possible detail 
and expense, in the shortest possible 
time and with the positive assurance 
that each and every one of the dis- 
plays will actually be properly and 
promptly installed in all territories 
and by the best obtainable profes- 
sional window displaymen. 

Mr. Weiner will be glad to go over 
the plans of any advertiser, whether 
they call for the installation of dis- 
plays in one city, a range of terri- 
tory, or throughout the United 
States, and explain just how our 
service can work in with those plans 
for best results. 

Phone Algonquin 6559 for a 
speedy solving of your window dis- 
play installation problems. 





PERSONAL CONSULTATION 
Available to Any Advertiser Inter- 


ested in Window Display 
Advertising 


It has been found that advertisers, 
as a rule, prefer to go into the mat- 
ter of their window display plans 
with a trained representative of the 
Bureau, and this has been arranged 
for by a closer organization of the 
home office and the opening of a 
New York office. 

The Bureau’s method of handling 
a nation-wide window display cam- 
paign through its central office, 
with the consequent elimination of 
all detail and expense to the adver- 
tiser, has proven so revolutionary an 
innovation in the execution of win- 
dow display advertising that many 
advertisers like to go into the matter 
in detail before embarking on such 
a program. 

Now a trained official of the Bu- 
reau is available to call on any ad- 
vertiser to counsel with him. on his 
own display problems and to sug- 
gest the extent of distribution that 
will make a successful window dis- 
play campaign. 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


| Tri-State Window Display Service 
| 116 S. 4th St. 
| H. Brooks, Manager 


| COLUMBUS, OHIO 


Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 


George Altman, Manager 


CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 


CINCINNATI DISPLAY SERVICE 
| 603 Southern Ohio Bank Building 
Walter G. Vosler, Manager 











FORT WORTH, TEXAS | 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
1404 Washington Street 
W. L. Huntsman, Manager 





CHATTANOOGA, TENN. 


The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 








DETROIT, MICH. 
Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 


R. V. Wayne, Manager 





advertiser of detail; 


A Nation-Wide 
| SERVICE 


Fo the Installation of Window Displays for the 
National Advertiser by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 
work according to set specifications. \ 
saves time and money 
through many exclusive and helpful features. 


Relieves 





cost or obligation. 


Complete portfolio of information sent om request,;or al 
| we will send a representative to consult with you'on ~~ «‘ 
| your window display’ grabioms and ives ywithout 


=> ad we 


% ‘e 








Window Display Installation Gureau, Inc. 
The Window Displays of the Nation from ‘Coast to Coast 
Executive Offices 
602 Southern Ohio Bank Bldg. " 
New York Office: Hartford Bldg., 41 Union Square 


—  —— 


#23 
Cincinnati, Ohio 


KANSAS CITY, MO. 


Established and Reliable Display Service 
STARK DISPLAY ADV. SERVICE 
3112 Holmes Street 
W. A. Stark, Manager 


CLEVELAND, OHIO 


Covering the Cleveland Market and 
Surrounding Points 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 


George E. Dugdale, Manager 


BOSTON, MASS. 


Covering All New England 


RAMIN-NEW ENGLAND DISPLAY 
SERVICE, Inc. 
161 Massachusetts Avenue 


Ezra Ramin, —_— 


MOBILE, ‘ALA. 


Complete Window Display Installation 
Satisfaction Assured 


VAN ALLER’S DISPLAY SERVICE 
: 250 Stocking Street 
Godfrey H. Van Aller, Mgr. 


CHICAGO, ILL 


Reliable and Prompt, Display Installations 


CHICAGO WINDOW- DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
THE S. J. HANICK CO. 
Samuel J. Hanick, Mgr. 
925 Cherry Street 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W, Weber, Manager 


AKRON, OHIO 


My Service in Conjunction With Your 
Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 

, 934 Parkdale Drive 
s. V. Hensal, Manager 


























LOUISIANA_-ALABAMA. 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade 
NALL & NALL 
Box 355 
539 S. Prget Street, New Orleans, la 








PITTSBURGH, PA. 


Get“Into This Big ‘Market 
PITTSBURGH WINDOW DISPLAY 
“ COMPANY 
1209: Sheffield St.,.N. S., Pittsburgh, Pa. 
H.. B. Lapham, Manager 
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High Standards Mark Hoover Contest 


Holiday Competition Brings Out Largest Number of Entries and 
Develops the Keenest Rivalry Yet Experienced 


Editor, 








By LLOYD C. MERRIAM | 
Sales Publications, Hoover Co., North Canton, Ohio 


iW ¥ 


NOTHER coal broken! Not satis- 


fied with the::way in which sales 

records were ‘smashed in 1927, 

Hoover dealers have again eclipsed 
all past performances. For the 1927 Hoover 
Week Window Display Contest passes itito 
history as the greatest Hoover display com- 
petition ever held. 

A new high number of entries, closer com- 
petition and a higher standard of general ex- 
cellence than ever before calls forth heartiest 
congratulations to all who cooperated so 
splendidly to make this contest the outstand- 
ing success that it was. 

For the first time prize money was divided 
into three groups and the entries judged ac- 
cording to the population of the city from 
which they came. In the first group, cities 
over 100,000, the $100 check for first honors 
was captured by George E. Tedeschi, display 
manager at Meekins, Packard & Wheat, Inc.. 
of Springfield, Mass. The competition was 
so hot in this group that the Hoover Com- 
pany was forced to award duplicate prizes for 
third and fourth places. Consequently, Mr. 
Tedeschi can feel all the more proud on win- 
ning out against such close rivalry. 

Mr. Tedeschi’s display was a Christmas 
tieup of Hoover’s “Three Wise Results”— 
cleanliness, efficiency and recreation. It also 
stressed the Hoover Christmas slogan ot 
“Give Her a Hoover” lettered in gold on a 
red ribbon tied on and draped from a Hoover 
set on a round platform in the center of the 
window. 

The $100 offered for the best display from 
cities between 25,000 and 100,000 went to 
Carl Balcomb, of the People’s Light Co.. 
Davenport, Iowa, also the first prize winner 
in the Fall Hoover display contest. Mr. Bal- 
comb’s window featured a tiovel background 
arrangement in which “The Hoover” flashed 
in and out of view. 

Cecil A. Johnson, display manager for the 





ACES OF THE HOOVER COMPETITION— 
George Tedeschi’s entry, which appears at the top, 
won Meekins, Packard’ & Wheat, Springfield, Mass., 


' the first prize for cities of 100,000 or more. The 


center display by Cecil A. Johnson, Best Electric 

Co., Ames, Idwa, captured the high prize for cities 

under 25,000. The base, by Carl Balcomb, People’s 

Light Co., Davenport, Iowa, was the best produced 
in cities between these extremes. 
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Best Electric Co., Ames, lowa, was the winner of the 
$100 first prize for cities under 25,000. Mr. Johnson 
has been a frequent prize winner in Hoover contests 
even when competing against entries from much 
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John T. Mackey, decorator, and Schuneman and 
ManinHeimer’s, St. Paul, Minn., A. G: Munroe, dec- 
orator; fourth prize, $20 (tie, two awards)—Glass 
Block Store, Duluth, Minn., Harold A. Grinden, dec- 





Union Electric Co., St. Louis, Mo. 


larger cities, and can be counted upon to give every- 
one in the 25,000 class a race. 

The beauty of Hoover display contests is that they 
are always in session. Throughout the year; dealers 
have an opportunity to cash in on their displays not 





Herpolsheimer Co., Grand Rapids 


only to the tune of increased business for their Hoover 
departments but also with cash prizes. 

The complete list of winners is as follows: 

Cities of more than 100,000: First prize, $100— 
Meekins, Packard & Wheat, Inc., Springfield, Mass., 
George E. Tedeschi, decorator; second prize: $50— 
Wurzburg Dry Goods Co., Grand Rapids, Mich., 
Leslie Slack, decorator; third prize, $30—(tie, two 
awards )—Herpolsheimer Co., Grand Rapids, Mich., 


Reichlin-Reidy-Scanlan Co., Lorain, 0. 





Knecht-Feeney Electric Co., Mt. Vernon, O. 


orator, and Union Electric Co., St. Louis, Mo., Paul 
Kloeris, decorator. 

Cities between 25,000 and 100,000: First prize, $100 
—People’s Light Co., Davenport, lowa., Carl Bal- 
comb, decorator ; second prize, $50—H. S. Barney Co., 





Baldy’s Department Store, Catawissa, Pa. 


Schenectady, N. Y.; third prize, $30—East St. Louis 
Light and Power Co., East St. Louis, Ill. ; fourth prize, 
$20—Reichlin-Reidy-Scanlon Co., Lorain, Ohio. 
Cities of less than 25,000: First prize, $100—Best 
Electric Co., Ames, lowa, Cecil A. Johnson, decorator ; 
second prize, $50—Baldy’s Department Store, Cata- 
wissa, Pa.; third prize, $30—Frank L. Stutson Co., 
Washington C. H., Ohio; fourth prize, $20—Knecht- 
Feeney Electric Co., Mt. Vernon, Ohio. 


ke Glass Block Store, Duluth, Minn. 
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Attune Interiors to Window Standards 


Why Dissipate Interest Produced by Exterior Efforts Through 
Unkempt and Artless Ledge and Counter Arrangements? 


By CHARLES S. LONGENBAUGH 
Display Manager, Globe Dry Goods Co., Waukegan, III. 


HE value of display has been so forcefully 
demonstrated and written of in the past that 
it is hardly worthwhile to go over the re- 
sults of attractive, neat displays. Like the 

railroad crossing watchman asleep when the fast 
freight came along, and awakened as the caboose went 
by, there may be some few who have not yet awakened 
to the value of display. It is a well-known fact that 
“window display is one of the best, if not the best, 
means of advertising of the present day, if handled 





properly. By this we ,mean attractive settings to 
enhance the merchandise displayed, the selection and 
grouping of merchandise in ensemble trims if same 
is wearing apparel or yard goods, and in hardware 
or house furnishings, arrangement in unit trims keep- 
ing the merchandise of one type together. — In this 
way the display quickly stops the passerby and gives 
him the desire of ownership. 

Now, if it is true that the power of attractive dis- 
play brings the people into the store from the outside 
to buy the article he or she may 
see in the windows, why is it 
not true that the same power of 
neat and attractive display on 
the interior will make addi- 
tional sales? A great many 
store interiors are eyesores to 
the public. The ledges are 
either ~used for stock, and 
cleaned about as often as the 
furnace room, or, if trimmed 
at all, are left unchanged for 
a month or two, and the boss 
says, “Oh, well, there’s no use 
to put anything up there; it 
gets too dirty!” And so it 
does—the windows would, too, 
if left that long. 

Then there are the ledge 
displays that are trimmed too 
heavily, as are some windows. 
Merchandise of every descrip- 
tion, from wardrobe trunks to 
toilet goods, all scattered along 
with seemingly no thought of 
neatness. .But the yard goods 
departments are usually neat 
and intact, with everything 
back in place so nicely that the 
customer cannot find a thing 
she likes without asking the 
clerk for the material she 
would like to sée (if she hasn't 
forgotten the name;6f. it.) 





PROOF OF HIS SKILL—Longen- 
baugh’s window téthnique is as 
sound as his understanding of in- 
terior decoration. The trio of dis- 
plays illustrated are units from the 
stretch of windows that caused the 
judges of the Waukegan Window 
Night celebration to award him. the 
capital display prize. 
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Now, you may ask, “What can we do to remedy 
these conditions and increase sales?” Here is the 
method that is being carried out in our store with 
proven results : 

Keep the ledges as clean and trimmed as neatly 
as the windows. You may say that is impossible. 
Our floors are of wood and dust rises constantly. 
We oil the floors. It makes them much easier to 
clean and keeps down the dust. Clean the ledges once 
each week or oftener, if possible. Install neat unit 
and ensemble displays, but do not crowd. Just a 
small group well placed. Use a small card in the 
center of each unit telling where the merchandise will 
be found, price, if so desired, etc. But, above all, 
change the displays often. If the merchandise on 
display in the windows should be changed often, why 
not the interior? 

Then you may say, “How about the yard goods?” 
The best displays we have used for this merchandise 
to show a great number of patterns and at the same 
time be able to cut lengths without disturbing the 
trim are bolt displays on the counters and tables. We 
use the extending multiple metal bolt stands show- 
ing the entire side view of four bolts. Three extra 
holts can be inserted between, if desired, and held 
firmly in place by closing the stand on the bolts. Yard 
goods: used in this way cannot be pulled out to drop 
on the floor and become soiled while a customer is 
examining the material. With this stand it is also 
possible to show a complete run of patterns or colors 
and thereby get the materials out on display where 
the customer can see and examine them. 

We also use ensemble trims of the newest ma- 
terials on the ledge showing a hat, pair of gloves, a 
purse, or other accessories to match. Counter or table 
displays are many times more effective than show 
case trims for small merchandise, as proven by the 
more progressive hardware stores and large chain 
store organizations where displays are their only ad- 
vertising medium. 

By the attractive grouping of merchandise, the 
care taken in the selection of the same, as. applied to 
our windows, the cleanliness of our ledges permitting 
the best merchandise to be shown without becoming 
soiled, we are able to create that same desire of 
ownership developed by the windows, increasing 
sales many times over. 

My suggestion to anyone not utilizing the interior 
for display purposes is to give it a trial Make your 
selection of fixtures as carefully as you would for 
the windows. Cheap fixtures can be used for this 
purpose, as they are not subject to as hard use as in 
the windows. Get plenty of bolt stands for the yard 
goods counter and table displays. They are always 
needed. Have the ledges cleaned thoroughly, make 
out a schedule for ledges, giving them to different 
departments, the same as window merchandise, and 
notify each department head several days in advance 
so that merchandise will be ready for display. Change 
the displays preferably twice a week and use the 
same care in choosing merchandise as for the win- 
dows.. Trim in neat units, and watch the results. 
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The 
Modernistic Vogue 


Illuminated Etched Glass Display 


See Our Exhibit 60 inches high, 24 inches 


at the I, A. D. M. 
Toronto Convention 
June 11th to 14th 





wide; base, 10” x21”, with 


black glass shelves, 10” x 22” 


Citimoles Gwen 
—: 6723 
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Why We Use Two Sets of Fixtures 


Our Windows Mean So Much from a Sales Standpoint That We Never 
Permit Them to Be Curtained—Swift Changes Necessary 


By MAX BERCK 


Display Manager, Frankel’s Clothing Co., Des Moines, La. 








HE modern merchant recog- 
nizes that attractive displays 
are among the best and most 
dependable means by which 

he can build, expand, and better his 
business. He realizes that his window 
trims are the customers’ gauge of his 
store and that through them they form 
an opinion of the house. Whether they 
will see fit to patronize it or not de- 
pends on the-condition of the displays 


“which they examine. Therefore, it is 
_necessary to concentrate on better and 


more beautiful trims to insure cus- 
tomer response. Through that medium 
they can be induced to favor the store 
with their patronage, making it pos- 
sible to keep up with improved win- 
dows, resulting in a more worthwhile 
institution. 

As display manager of Frankel’s, | 
have concentrated all efforts on making 
my windows artistic, and, therefore, 
profitable. The management has sup- 
plied me with the necessary equipment 
for turning my efforts to good results. 
To begin with, we have a 200-foot 
front which is occupied by up-to-date 
windows with walnut backgrounds. 
The majority of our displays are 
trimmed in unit style and ensembles. 
as we find they insure more balanced 
and appropriate trims than otherwise. 
As we work for the best possible re- 
sults, the greatest of care is given to 
the merchandise, every garment being 
well pressed before use, and I care- 
fully choose all furnishings that are to 
be used. In order to keep our trims 
up to the minute, we have provided 
two complete sets of fixtures, so that 
the new merchandise is mounted in ad- 
vance, and our windows are always 
sure of having the proper trim at the 
proper time. 





BRING OUT VALUES—How Mr. Berck 
visualizes the quality of his wares is made 
evident in these pictures. The top showing 
of topcoats and suits for spring, the center 
showing of fall goods, and the base with 
its emphasis on seasonability make the 
goods look worth the money. His foliage is 
exceptonally well chosen. 
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Before we put in a window we make sure that the 
glass is spotless, the floor immaculately clean, and the 
fixtures in the best possible shape. Then we are ready 
to start. With careful study of settings we always 


make sure that the display will make a direct appeal 


to the customer and prove pleasing to the eye. 

We are extremely careful to be wide-awake, up 
to date and abreast of the times. We change our win- 
dow effects four times a year—for our: straw hat 
initial summer opening, spring opening, fall opening 
and Christmas. We recognize these occasions with 
novel ideas, new drapes, floor mats, plateaux, and we 
generally use palms, ferns and a limited amount of 
artificial flowers. These combinations, well planned 
and used, make us sure of reaching our goal—clever 
and attractive windows. 

Another thing, we see that our sales windows are 
as attractive as the other windows, as there is no 
reason why we should not do so. If we are to show 
better values we should show them in a better way. 
In that way the public can appraise their values. ’ 

One phase of window trimming in which I am 
especially careful is artistic lighting. We recognize 
it as one of the most important elements of window 
trimming for it can build or destroy a trim. We 
see to it that real lighting effects add to the pleasant- 
ness of the display. We are constantly using re- 
flectors which carry 100-watt lamps supported by 200- 
watt floor lights, one for each unit. Then we put 
iorth our best efforts to produce neat, stylish show 
cards that will find their selected place in making the 
window a representative one. Also there is one other 
feature without which no window can be considered 
artistic, and that is color harmony. You are careful 
that the paint on your home is pleasing to the eye, 
and you choose your clothes so as to harmonize in 
color and fit. Is there any reason why there should 
be clash of colors in display, the place that should ex- 
hibit the best in this line? 

We have found it advisable to run the display de- 
partment on an effective budget plan which works 
for efficiency, economy and good use of equipment 
at hand, and tends to put the department on a firm 
and sound basis. 

I believe the points brought out are practical, 
useful and necessary to the successful displayman, as 
they have proven a wonderful help to me in fulfilling 
my utmost desire—the creation of the neatest possible 
window displays. 





A NEW HOSIERY FORM 

The Show Window Equipment Co., Boston, has brought 
out a new shoe and hosiery form, known as the American 
Fibre Form. It is made of durable fibre board by a new 
Process, perfected after two years of research and experi- 
ment. These forms have natural, graceful lines, and are 
finished with a high-grade lacquer in exquisite flesh color. 
_ They were designed with the fact in mind that the window 
hxture buyer requires hosiery forms that will stand securely 
In position, has heretofore purchased forms that are over 
weight, or forms that require supporting device to enable 
them to stand securely. Our forms are constructed of a 
hard, durable fibre board, are exceptionally light weight, 
and are weighted in the foot so that they will stand securely, 
without the aid of any assisting support. 
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No. 3920 
An oilcloth rack that puts joy in selling. 


Holds 17 rolls. Displays—measures—and 
cuts. Metal Rack on non-tipping base, with 


rubber-tired casters. Brown 
baked enamel finish $25.00 


D. J. HEAGANY MFG. CO. 
1121 W. Washington Blvd., Chicago, Ill. 




















| 172 Atlantic Ave. 


KLEE Fixtures have an 


added attraction in your 
display windows 

















Klee Display Fixture Co., Inc. 


MANUFACTURERS 
Rochester, N. Y. 
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Modernism In Men’s Wear Displays 


Already the Decorators Are Finding That New Styles of Presentation 
Are Booming Sales—Snedden’s Proof in Sales Totals 


HILE the department store is playing a 
strong and expressive role in the rejuvena- 
tion of men’s wear trims, it is by no means 
alone in its efforts to improve them. Nor 

should it be said that in the work which is ‘being ac- 
complished the changing forms of displays are 
produced by men who are influenced by methods em- 
ployed in the showing of other wares. Almost all 
department stores have at least one trimmer who 
specializes in men’s apparel, and consequently can be 
rated as no better or no worse than his fellows in the 
haberdasheries and clothing stores. 

Such is the case in the William H. Block Co., 
Indianapolis, Ind., where L. White is in charge of 





men’s wear trims. He has been there a long time, 
much longer than the present display executive, but 
he is so thoroughly in accord with the ideas of his 
chief, Display Manager Roeder, that the windows 
which he is producing are almost model in their form. 
One of his most interesting creations of recent date 
is a simple, light installation of men’s shirts with 
ties and other furnishings as accessories, which re- 
ceived most of its power from a huge checker board 
panel set squarely in the center of the caenstone back- 
grounds. Executed in bright colors and set off by 
a dark floor covering, is gave unusual attractiveness 
to the small group of shirts on boards which ap- 
peared before it. 

A trimmer who is making excellent 
use of the modern art vogue is R. A. 
Minear, display manager for the 
Butcher-Roberts Co., Battle Creek, 
Mich. From the group of windows 
which he installed for their spring 
opening, one has been selected as an 
example that demonstrates the pull- 
ing power of modern art set pieces. 
The five-pointed embellishment which 
appears against the plush background 
hangings was so colorful that it occa- 
sioned much surprise among passers 
and won Mr. Minear the plaudits of 
fellow-displaymen. Of it, he says: “It 
was something different for the pub- 
lic and it certainly stopped them. The 
coverings were of felt and the color 
contrasts were something startling. 
The large center panel was in light 
gray, the first wing in blue, and the 
second, orange, and the triangular ap- 
plique was dark gray. The stripe on 
the panel was in orange. The flooring 
was of blue felt with a modern art de- 
sign of gold.” Completing the color 
scheme, he used tan suits with green 
shirts and ties, and tan gloves and 
hats. 

Another instance of refreshing nov- 
elty with consequent business results 
is found in an Easter trim which Jack 
W. Snedden installed for Jacobs & 

(Continued on page 57) 





pieces and screens that have proved their 
sales power. The parqueted wood panel a‘ 
the top has been used success‘ully by the 
. display department of the W'lliam UH. 
Block Co., Indianapolis; the second i'lus- 
_ tration shows R. A. Minear’s spring open- 
ing trim, and the base is Jack Svedden’s 
hugely successful Easter window 
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Still featuring 

the largest 
assortment in the 
world of artificial 
flowers for window 
and interior decorating 

















Chicago Office: 58 East Washington Street 
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Imagination Cannot Be Superseded 


No Matter What Form Display Art May Take, Nothing Can Be 
Introduced That Can Replace the Displayman’s Resourcefulness 


OGUES and fads affect display with quite as 
much power as they exert on other forms of 
human endeavor or interest. Just now 
modernism has the.center of the stage and 

the men who are adopting it in and struggling with 
its new and trying features may believe that it will 
prove a panacea for all the ailments that are said to 
afflict their field. 

By the variety and the novelty which they impress 
upon their creations they will, for a time, be able to 
enthrall the masses. Great splotches of color in irreg- 
ular formations, odd set pieces and strange back- 
grounds confound the passer and force him to a halt. 
The longer he halts the more of the merchandise he 
sees and the stronger is the effect of the display. 

But rejuvenating though this form of art may be, 
it cannot long supersede the old and, tried modes of 
allurement. Forms of expression may change but 
human nature remains the same. In experimenting 
with the new toy it is well to remember this enduring 
principle. . 

Nothing succeeds like originality, and, in display, 
this means, resort to imagination. Just as a new in- 
vention is first patterned in the mind of its fashioner 











and a musical composition but records a melody well- 
ing up out of the heart of the composer, the original 
display is the product of the artistic temperament or 
industry ot the windowman. 

Though clothing is still fashioned from woolens, 
cotton and silks, the tides of fashion are ever chang- 
ing, and the garb that was correct a few years back 
stamps the wearer today as a “hobo” or clown. So 
it is with display. 

In keeping pace with the times, it is necessary to 
constantly attune with style changes and simultane- 
ously to prove a designer. And thus does display 
obtain its charm. Clothed in new fabrics, brightened, 
and revamped, its changed appearance exerts fresh 
effect upon the masses. 

What can be more trying than the average corset 
display? Perhaps it is because of the straight-laced 
appearance of these windows that foundation gar- 
ments began to lose favor with their wearers. Much 
of this tawdriness was due to the mental laziness of 
the.men who fashioned the windows. Too busy to 


, think or just careless, it mattered not which. But 


invest the installation with a little imagination and 
what is the result? Skifter Lassen, display manager 
for The Joseph C. Grant Co., 
Battle Creek, Mich., tried it and 
turned his composition into 
one of the most interesting 
merchandise presentations in 
many months. 

Elfin figures with butterfly 
wings posed before artistic 
background panels elaborated 
with sprays of foliage con- 
verted the scene into a vision 
of fairyland. But with a nai- 
vete that was as daring as it 
was novel, Lassen showed all 
of the little figures vested in 
the latest types of girdles and 
corselettes. The merchandis- 
ing idea was there, the sales 
pull was as pronounced as in 
the simple, old-fashioned win- 
dows—and human interest was 
increased ten-fold. 

Late last summer, when 
Willard Bergy, display man- 


CORSETING A FAIRY—It took 
vivid imagination to conceive such 
an achievement, but Skifter Lassen 
shows this weird accomplishment 
in the top display, a tie-up with 
Bon Ton advertising. In the second 
he records the departure of Battle 
Creek veterans for the Paris Amer- 
ican Legion Convention. 
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ager for Schroder Brothers department store, in- 
augurated a movement to celebrate the departure of 
the Battle Creek contingent of the American Legion 
for the Paris convention, Lassen tied in with the event 
by a window commemorating the contribution of 
American manhood and womanhood to the Great War. 
At the left, a male figure in a seaman’s uniform—at 
the right a war nurse—commanded attention, while 
in the center a stack of arms stood before the base 
drum of the Battle Creek post’s drum corps. On the 
side walls and background was a collection of war- 
time posters and banners symbolizing the part played 
by the civic units and volunteer workers who sold 
liberty bonds and raised funds for relief work during 
the Great War. 

It was a timely and telling tie-up with the event 
and an interesting flash-back to the thousands already 
beginning to forget the stress and ferment of war 
time. 





Modernismin Men’s Wear Displays 
(Continued from page 54) 


Levy, Richmond, Va. The display manager, former 
secretary of the Sharon (Pa.) Display Club, and a 
staunch advocate of effective men’s wear windows, 
had accepted this post but a short time previously 
and he utilized Easter opportunities to create a dis- 
play of furnishing goods which invoked the spirit of 
modernity. 


He used set pieces in this arcade window as sup- 
ports for each of its three units. The first of these 
was a huge plaque with an appliqued panel decorated 
with broad rays and circles of emerald green, outlined 
in white, showing up strongly against a light green 
field. The second, following the same scheme, took 
the form of a shadow box, and the third was a box- 
like affair surmounted by a trellis. Apple blossoms 
were used as floral decoratives. 


The result was so vastly different from the win- 
dows which had preceded it that it bore instant 
proof of power in greater passer attention, and, what 
is more interesting to Snedden’s employers—in sales. 


The window. was trimmed on Friday. The first 
section contained nine shirts in spring colors relieved 
by a new type of tie; the second section showed fifteen 
modeled Morea silk ties, an equal amount of spun 
ties and a group of woven madras shirts with 
Guerlain stripes. The third section showed Scotch 
laundered collars to match, beautiful in color and pat- 
tern. Snedden took pains to ascertain the volume of 
sales secured through the window and noted the fol- 
lowing results: The first unit sold fifty-six shirts at 
$3.00 each, and 24 ties at $1.50. The second section 
sold 96 ties at $1.50 and 144 at $1.00 each. The last 
unit sold 16 ties at $2.50 and 44 shirts at $3.50. 


It was the first time that the store had had heavy 
backgrounds in the windows and many compliments 
on the innovation were paid to the management and 


Mr. Snedden. . 
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More Goods Displayed and Priced 
Mean More Profits for You! 





























Show-all Easel . 

No. 547, dark gun metal or re- 
tinned finish, $1.40 doz. Licensed 
Mfrs. Morgan Pat. 6-5-23. 






OVE more goods at 

Less Sales Costs— 
= and Profits Go Up! Use 
Card Stand No. 690, for Sulaat’ Wintees 
5¥%4"x7” card. Gunmetal Display Stand No. counters, shelves—put all 
or spotted oxidized 761-CB, swivel top, these to work for you 
finish. $6.00 doz. Stat. swings into any and your profit-sheet. 
Bronze, $6.75 doz. position. Dark gun 

Can also supply with metal finish, cast Write for complete Cat- 

heaviercastbase.Height hase. $4.50 doz. alogue and Price List. 
standard rod 6”, 8”, 10”. Stat. Bronze, $5.00 Ample stocks guarantee 
No. 690-CB. doz. prompt deliveries. 
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J. B. TIMBERLAKE & SONS, Inc. 
Mfrs. of High-Grade, Low-Priced Display Fixtures 
JACKSON, MICH., U. S. A. 























You can tell by the feel! 


that it’s Crinkle Crepe and that it will 
‘work up well into rosettes, fringe, 
tubing, panels, crush crepe, nets, 
valances, etc. 


Strong, stretchy, finely creped, pliable, 
the new Crinkle Crepe has proven to be 
all that a trimmer could wish for in 


crepe paper. 
Have you had a sample? 








MeLattleg, 


5 APPLETON. 







































Develop 
jor Increased Sales 





NE of the important elements 

of modern display that reflects 
added credit to the genius and 
skill of the Displayman is efficient 
and effective lighting in the show 
window. 







Good lighting not only multiplies 
many times the attractiveness of the 
display, but it also increases to a 
very marked degree a strong sell- 
ing appeal for the merchandise 
which is shown. 
























Sterling Reflectors, because they are 
scientifically designed in shapes and 
sizes for show windows of every 
type, can accomplish big results for 
your displays. Investigate! Write 
us for particulars. Send rough 
diagram of your windows. 


Reflector & Illuminating Co. 


Representatives in All Principal Cities 


"1403 Jackson Blvd., Chicago, U. S. A. 
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NEW IDEAS BY GOOD-ART 
A special construction feature of Good-Art displayers 
allows them to be assembled in many, forms and arrange- 
ments, each time with a different effect, thus postponing in- 
definitely the time when they must be “shelved” as having 
their usefulness as novelties. 
The triple Triangle Displayer, illustrated here, has an 
extreme height of 24 inches; extreme spread, 32 inches, and 





a depth of 8 inches. Each triangle is 12 inches wide at top, 
18 inches high and 8 inches deep. Excepting two styles 
which are closed front and back and come completely as- 
sembled, the triangles can be used singly or fastened together 
with four screws and washers, which are furnished. Made 
of three-ply wood throughout. Unlimited effective arrange- 
ments are possible by placing three or more units on sides, 
upside down, or piled in pyramid manner. Descriptive folder 
will be mailed on request by addressing The Good-Art 
Polycraft Studios, 3152 Reading Road, Cincinnati, Ohio. 





NEW MOVING MESSAGE SIGN 

The great value of a moving message sign for window 
display purposes has always been unquestioned. In the past 
two or three years there has been a number of signs put on 
the market in which the message was in motion. Most of 
them have been either of poor construction mechanically, too 
high in cost, or not sufficiently flexible in the rapidity with 
which the message could be changed. In the Dapco moving 
message sign, according to the Display Alliance Company. 
645 W. Washington Boulevard, Chicago, who are producing 
it, the dealer who is interested in his windows has the ulti- 
mate in an attention getter that puts his message across. 
This sign has a running message in which the letters may 
be changed at will. It is not necessary to bother with tapes, 
nor to lost the time necessary to have tapes made. The 





letters easily slip in and out of 100 letter spaces provided 
on the sign in three minutes. Every sign is equipped with a 
set of 200 letters. 

Another feature claimed for this new moving message 
sign is the method of illuminating the message. A bright 
light on the message is effected by six 15-watt lamps, which 
are ingeniously hidden at the top and bottom of the frame. 
The message may be read in the broadest daylight or abso- 
lute darkness at a considerable distance. It is finished 
dull gold with a light stipple. Special color effects are also 
made upon order. The cost of operating this sign is less 
than one cent an hour, and it can be plugged into any con 
venient 110-volt outlet. The mechanism is actuated by a 
small electric motor, is very simple, and requires no attention. 
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A Window Display Service 





for $1.00 a Year 




















Monthly Service 
Consists of 


3 or more sets of windows, 


2 pages of advertising layouts. 
3 pages of sales plans. 








Uf a ee The Koester School, as the leading authority on 

: 9 Window Display, is now producing for the DRY 
GOODS REPORTER, of Chicago, a monthly window 
display service showing photographs of how to trim 
your windows for the current month. Each window 
shows one photo of background with decorations and 
fixture layout and one photo of how the goods are ar- 
ranged: on these fixtures (see illustration herewith). 
Complete descriptive matter accompanies each win- 
dow. ' 


Realizing that graduates of the Koester School 
would like to have this service, we have arranged to 
supply. these 12 issues of the DRY GOODS. RE- 
PORTER for $1.00. 





as shown here, with descrip- 
tion. 


to 10 pages of additional 
window display text illus- 
trated with State Street win- 
dows and other outstanding 
windows, background draw- 
ings, technical articles on 
how to use materials, deco- 
rations, etc. 


Complete Digest of Auxiliary Information _ 


Additional pages are devoted to information invaluable in keeping the Display 7 
Man up-to-date on the new styles, colors in vogue in yard goods, hosiery and / 
ready-to-wear, store front arrangement, window construction, lighting, etc. Fs an 
4 Thi 
‘ ‘ ; is 
Any Display Man Can Get This Service “ Coupon 
Graduates of the Koester School will find this service invaluable in é 
keeping their work up-to-date. Other display men will get a fuller 4 The Koester School, 
appreciation of what Koester School Training#will mean for f 314 S. Franklin St, 
thei, Ms J Chicago. 
: 7 Enclosed find $1.00 for which 
Ask for Our Catalogue have Koester Window Display 
It contains hundreds of examples of the work of Koester School Jf Service included in the Dry Goods 
puters and is a valuable book for any, Displayman to Reporter sent me for one year. 
ave. 
NS onlin s <e.on/ pas hon eE 
THE KOESTER SCHOOL ag 
‘ : IES ee he hes od Gard dena Pee erme 
314 S, Franklin St. . Chicago 
Teaching ea Bot. RP es Se 


Window Display Advertising Card Writing 7 


: OT AMT engin or iut sins 85 sig PEON a @ ehnin sew es Hicks Hanes we 
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Regaining Favor for the Corset 


Display Playing a Leading Part in Merchandisers’»Campaign to 
Convince Modern Woman of the Garment’s Desirability 


ITH the pertinacity that characterizes Amer- 
ican business, the manufacturers of corsets 
and girdles have been fighting an uphill 
battle in recent years to stem the tide of op- 

position to their garments. Style changes and dress 








trends had swept much of their business from them, 
and the emancipated “femme,” flushed with victory 
over trailing skirts anl confining costumes, had 
turned against their wares with a decisiveness that 
has no counterparts save her equally unchecked 
assault upon long hair. Sticking manfully by 
their guns, these producers fought on hope- 
fully, though not optimistically, toward a 
fairer day, holding such custom as women of 
more mature age gave them, arid launching 
a campaign to popularize new garments har- 
monizing with the spirit of the epoch. Not 
content with immediate gains, they began to 
bombard the younger set with advertising in 
magazines of peculiar appeal to them. Then 
appraising the potent influence of the display 
window upon costuming of the group they 
began spirited effort to enlist the support of 
women’s apparel trimmers. 

The result has been favorable. By the 
support of the corset buyers, through propa- 
ganda to merchants, and lastly, by frequent 
display contests, they have begun to reclaim 
a part of the field. And in the last experiment 
they have accomplished a sterling achieve- 
ment in reviving interest in foundation gar- 
ments through the clever display ideas that 
their contests have engendered. 

The displaymen who have participated 
have not been slow in realizing that the same 
innovations in setting and backgrounds that 
had won them distinction in other compe- 
titions could help them in these efforts. Ex- 
emplary displays from several well-known 
stores tell a story of the transformations they 
have effected. Gone are the stolid showings 
of old and in their place is seen a new style 
of windowing in harmony with the art vogues 
of the moment, and the intensive merchandis- 
ing programs which these houses are con- 
ducting. 

Down in Oklahoma City, L. L. Wilkins, 
display manager for the Kerr Dry Goods Co., 
recently took a black corset and built around 
it a setting that proved startlingly arresting. 





QUITE A CHANGE FROM YESTERDAY— 
There is little in these displays to remind the viewer 
of the windows of ante-war days. In each case the 
decorator has endeavored to bring out a definite 
buying urge. In the top composition, L. L. Wilkins, 
Kerr Dry Goods Co., Oklahoma City, shows that 
the modern-girdle attunes with the present vogue 
for black under finery; in the second, Andrew Mat- 
zer, F. & R. Lazarus Co., Columbus, Ohio, links his 
goods with ultra-modern display ideas to show thel! 
modernity. In the third, R. M. Davis, Morehouse- 
Martens Co., Columbus, Ohio, uses a spring back- 
ground to show seasonability. 
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Choosing white accessories for the garment with 
which he girded the pretty wax figure that domi- 
nated the window, he produced a background be- 
hind her of black shot through with long triangular 
shafts of white. Three corsets constituted the entire 
showing, the purpose of the presentation being not so 
much exploitation of types of garments as stress upon 
the stylish appearance produced by them. Wilkins is 
no novice in handling these goods ; in fact, he won the 
capital prize in the 1927 Nemo contest. But his latest 
creation stands head and shoulders above his earlier 
productions. 

A comparatively late form of naturalism lent at- 
tractiveness to a spring showing at the Lazarus Co., 
Columbus, Ohio, when Andrew Matzer, the display 
manager, installed a Cora Scovil patch poster screen as 
an attraction device. The figure of a young girl in 
intimate apparel as presented by the inimitable de- 
signer gave a daintiness and delicacy to the window 
that made it a magnet for passers’ eyes. The gar- 
ments shown were few in number and were draped 
with artful artlessness in-the foreground. A modern 
mannequin in dressing gown was posed at the left, 
her negligee falling back from the shoulders to re- 
veal the foundation garments, 


When R. M. Davis, display manager of the More- 


house-Martens Co., of the same city, essayed a recent 
corset display, he considered the atmosphere of his 
spectacle as important as its form. Three shapely 
figures were used to present the garments, whose 
white fabrics were well set off by dark negligees. But 
more vital, as he saw it, than the physical attractive- 
ness of the figures and the color harmony of their ap- 
parel, was the expression of seasonability. Sales 
pull, according to his theory, could be reinforced if 
the window shopper could be made to accept these 
garments as particularly appropriate for spring. What 
could be more desirable, then, than introduction of 
decoratives suggesting the vernal months? 

Accordingly he showed the central figure facing 
a silver curtain dropped behind an arch elaborated 
with cherubs at base and top of the pillars and in be- 
tween them, draped with garlands of spring flowers. 
These ornaments, fashioned in plaster, by a member 
of his staff, were perfect in form and feature and 
brought home in subtle manner the relation between 
the window and the season. 





FREEMAN REJOINS EINSON-FREEMAN 


Arthur Freeman, who severed his connection with the 
Einson-Freeman Co., New York City, about two years ago to 
become general manager for Gimbel Bros., Philadelphia, has 
rejoined the former organization as chairman of the board. 
Mr. Freeman has a large’ following in the window display 
field and was one of the organizers of the Window Display 
Advertising Association, and the display field welcomes him 
back into its folds. 





DISPLAY CLASSES AT EDINBURGH 
Display classes organized by the Edinburgh Education 
Committee have been very active during the winter with 
fifty-six students enrolled. Another class also is meeting in 
the Scotch capital under the auspices of the St. Cuthbert’s 
Cooperative Society. . 
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SUN-RAY 


REFLECTORS 


Again Reduced in Price ? 








Increased demand and 
improved production fa- 
cilities enable us to re- 
duce your cost of the 
now famous SUN-RAY 
SHOW WINDOW 
REFLECTORS. 


No better reflector made | 
at any price! 








Unconditionally guaranteed, will not 

crack, chip, break or peel. Produces 
| maximum of no-glare, pure white illu- 
mination. 


Now used by America’s leading stores. 


4 


Write Us Now for Literature, Prices, etc. 


Suw-rad 


Inc. 


Lighting Products 


119 Lafayette Street, New York 




















@ THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


The Brischograph is a projection lantern 15x10x9 inches, made of 
polished iron. Will enlarge newspaper, magazine, photos or sketches 
of 7x7 inches up to billboard size. Reproduces colored pictures in 
their colors. It’s easy to make life size posters, cut outs and back 
ground panels. Simply place picture, switch on lights, focus to size 
wanted and draw with pencil pen or brush direct. Find out what 
similar lanterns cost. ‘The Brischograph sells for only $25.00 BE- 
CAUSE, YOU BUY DIRECT FROM THE MAKER. Comes’ complete 
with switch cord and plug EXCEPT LAMPS. Two 150-watt lamps 
are sufficient for ordinary work. Send for photostat of its work. 


THE BRISCHOGRAPH 
COLUMBUS, O. 

















GREEN GRASS PLUSH } 
Something New | One of the many in- 
Erect Pile teresting display fab- 


50 Inches Wide | rics from our line 
Samples on Request—Dept. D 


MENDELSOHN’S TEXTILE CORP. 
156 WEST 45TH ST. NEW YORK CITY 


: Rey 
OL Ta 


DisPLAY ~» SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 


bigs Fully Guaranteed—Write Today. 
rae” ELECTRIC WINDOW SALESMAN CO. “ corneal. 9 
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How Bothwell Uses Crepe Paper 
Is Revealed Here. 
It’s Decorative But Not 
Dominant. 


—_—— 
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Small Wares and Crepe Paper Trims 


Windowman Who Uses Paper Decoratives Finds New Problems in 





Each Installation 


A Dangerous Ornament for These Goods 


By A. R. BOTHWELL 


Itinerant Displayman, Roszell’s Ice Cream & Candies Co., Peoria, Ill. 


E often hear of the average window. Is there 
an average window? May I venture to say 
there is not? It is seldom, very seldom, that 
I ever. find two windows alike, excepting 

where they are in the same building. In measure- 
ments perhaps an-average window could be decided. 

What are the problems a man has to confront 
when he goes to trim a window with crepe paper? 
The length, the height, and the depth, of course, are 
considered, but are quickly and easily solved. Then 
come the' other and more important questions. How 
much wood, how much metal, how much glass? The 
construction of windows and not the measurements is 
what breaks the average. 

A window display is generally conceded as a 
dominant factor in selling merchandise. It has been 
rightly termed “a silent salesman,” and, like talking 
salesmen, it must have distinction and individuality. 
It would be sad if windows were built on a standard, 
just as if all men were alike. A business district of a 
city would be on a par with an Indian village, an army 
camp, or a mining camp. Beauty in uniformity is 
easily conquered by monotony. 

A man skilled in the art of trimming windows with 
crepe paper knows there are many technical points 
which must be given consideration that he may get 
the best results. He realizes that atmospheric con- 
ditions have quite an effect on crepe paper and works 
accordingly. He knows that his designs must be 
made to conform to the various material constructions 
of windows. He uses color combinations adaptable 
to the product he is placing on display. He sees to it 
that his crepe paper design is not so elaborate as to 
detract attention from the merchandise on display. 
Here is where composition comes into play. I do not 
mean to imply that the crepe paper should consist 
merely of a few drapes and a tube or two. There 
should be some intricate design and some frills to 
catch the public eye, but they should be so composed 
as to center the attraction on the article displayed 
and make other things secondary. 


I have seen men go from department store dis- 
play work to trimming crepe paper windows. And 
with what result? It coincides with the man who 
went from designing stage settings to department 
store trimming, but who could not adapt himself to 
close range viewpoint. A good trimmer will be able 
to conform his work to conditions. 

There are no average windows, but there are dis- 
tinct types of windows. A very large percent of the 
windows in which crepe paper is used are grocery 
stores, meat markets, confectioneries, drug stores 
and cigar stores, all of which are selling compara- 
tively small articles. I have seen men with depart- 
ment store experience introducing the artistic in these 
smaller windows, such as bringing the attraction to 
one corner, the unbalanced display. Does this serve 
its purpose? 

Being a displayman, it is.natural that, while view- 
ing a window, I would center my, interest on the back- 
ground and decorative materials more than the article 
displayed, but I honestly believe that the majority of 
the public who view a window of this type will see 
only the beauty of the background and will not see 
the product on display. These designs may be beau- 
tiful but rather out of place. In a department store 
they have a place, because the article displayed, such as 
clothing or furniture, is large enough to gain some 
attraction in itself. 

What is the primary purpose in using crepe paper 
in windows? Is it merely a decorative? It has a very 
definite purpose. It is a magnet. By its color it 
should attract the attention from a distance and there- 
by let the eye drift to the merchandise on display. It 
should not beso elaborate and so appealing as to be 
the center of attraction in itself. Good composition 
is in designing a symetrical balance to concentrate on 
a center of attraction which should. be the article, or 
articles, on display. 

A window with a story to tell to its observing 
public will be better if the artistic trimmer will con- 

(Continued on page 65) 
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| Schack’s Exhibit at the Convention Booths 89 and 104 
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New Ideas in Decoratives and 
Modernistic Display Settings 


You will expect new innovations—new inspirations—Schack’s exhibit will 
have them. 

Our organization has designed and executed many new creations, both: in 
floral decorations and in modernistic settings, that will instantly appeal to the dis- 
playman seeking practical, yet unusual and effective displays. Our designers will be 
available for your service at the conven‘ion to work out your special ideas. 
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Schack’s Enlarged Organization to Serve You .Better 
Our formal announcement of the enlargement of Schack’s organization and 
policy to serve you better has met with widespread approval by the display field. 
‘We have acquired the sales and shop personnel, including the construction and 
finishing departments, of the well-known Bodine-Spanjer-Janes Co. Mr. Harry A. 
Green, familiarly known in the display fi:!d, is sales manager, and A. Wesche is in 
charge of the designing division. 
FALL CATALOG NOW READY FOR MAILING 


Be Sure to Visit Our Show Rcom—-Easy to Get to 
SCHACK ARTIFICIAL FLOWER COMPANY 
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Natural Prepared Asparagus Fern 


The only aspara- 
gus that does not 
fade or drop its 
needles. 


Extra small, 10/12 

Pa per 100 . $4.50 
mall, 18/22 inches 

yer 10D 6.50 
ledium, 24/28 in. ‘ 

a 7.50 


Long, 36 inches and '9 50 
: 


over, per 100..... 


Grass Mats 


Kivepruee Natural Green 
olor, 36x72 inches . 
Color, $6x72,inches 350). 


Prepared. Qak and 
Beech Foliage 


3 to 4 ft. long; 
per Ib. 40c 


Southern Smilax -« 
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THE KERVAN. COM PANY | 


119 West 28th Street Pe De | woh i. os, New York City | 
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ef 













































May, 1928 


DISPLAY WORLD 





65 








1927 
FATHERS’ DAY 
CAPSHEAF 


= 


With this window 
Clement Kieffer, Jr., 
display manager for 
Kleinhan’s, Buffalo, 
captured the high prize 
in last year’s contest. 
lis sparkling human 
interest captivated the 
judges. 




























Display Opportunity in Father’s Day 
(Continued from page 5) 


pared by a gentleman skilled in the art. A group of 
broadcasting stations that previously cooperated will 
each receive a copy thereof, as will other broadcasters 
who have inquired for such material. It is anticipated 
that about fifty stations. will broadcast this year. 

Publix Theatres Corporation, which permanently 
placed Fathers’ Day on its calendar last year, has in 
preparation a manual, copies of which will be re- 
ceived by all managers informing them how to ad- 
vertise, giving new stories and exploitation sugges- 
tions, such as how to dress their lobbies, changing 
lights, preparing layouts, addressing communications 
to prominent men in their respective communities and 
giving suitable news stories to the press in conjunc- 
tion with their featuring of Fathers’ Day. 

Publix estimates that during the week preceding 
Fathers’ Day their theatres have a potential audience 
of about 10,000,000, who will hear from the stage or 
see on the screen the message “Give Dad a Tie— 


Fathers’ Day, June 17,” and it is probable that many, 


of the theatres will distribute men’s neckwear to the 
inmates of old men’s homes located within the areas 
they serve. 

A writer of short scenarios of current public in- 
terest, who releases through Hearst International, has 
assured that he has prepared a Fathers’ Day script, 
which, in group release, will serve about 1,000 mo- 
tion picture theatres during the week beginning June 
10, and a weekly news real producer will feature 
Fathers’ Day in a release which, during the same 
week, will probably be exhibited by 1,800 other 
houses. 

Various adcraft services are featuring Fathers’ 
Day this year. One in particular, which renders a 
monthly syndicated service together with “mats” to 
subscribing newspapers, has prepared two complete 
Fathers’ Day ad groups—almost entirely neckwear 
copy—which will be incorporated in its May service. 





Merchandising managers of the same newspapers 
will be supplied with comprehensive allotments of 
Fathers’ Day printed matter early in June, together 
with a letter calling their attention to the possibilities 
in securing retailer Fathers’ Day advertising. 

Fathers’ Day response last year was materially 
greater than that of 1926. Association files of news 
items, etc., and retail advertising contain in excess of 
23,000 individual unduplicated pieces, and a compe- 
tent authority has estimated that the retail adver- 
tiisng probably represents an expenditure of about 
$3,400,000. It is reasonable to assume that 1928 will 
exceed these figures. 





Small Wares and Crepe Paper Trims 


(Continued from page 62) 

form his artistic embellishment to concentrating atten- 
tion on the article, or articles, on display rather than 
to his art. “Selling your stuff’—that is the real art. 
As, for instance; a singer who goes through contor- 
tions to attract the attention to himself fails thereby 
o “put over” his song; an actor who attracts the at- 
tention to himself rather than obscuring himself to 
“put over” the character he is portraying. His art is 
in making his public forget him and seeing only the 
character he portrays. And so on through all human 
endeavor—‘selling your stuff” is the real art, and in 
window trimming, as in all else, the art of “selling 
your stuff” is to “decorate” only sufficient to focus 
attention on the article, or articles, to be sold. To 
dress them in a more striking or appealing way, calls 
attention to them through their artistic or colorful 
surroundings. But always the dominant point is the 
“goods to be sold,” for that is the reason for the win- 
dow trimming. 





GERMANS HOLD ANNUAL CONVENTION AT ESSEN 

The German Association of Window Decorators held its 
1928 convention and delegate assembly at Essen on March 
24 and 25. The occasion was marked by a reception tendered 
the visitors by the Essen Display Club. The — were 
held at the “Borse” Cafe. 
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ROM stock boy in a shoe de- 

partment to display manager 

of one of Salt Lake City’s 

greatest mercantile establish- 
ments is the route taken by William R. 
Ashby, who now heads the display de- 
partment of Zion’s Cooperative Mercan- 
tile Institution. Of his career, he says: 
“My first job was that of stock boy in the 
shoe department at Walker Bros. Dry 
Goods Company, the largest department 
store in Salt Lake City at that time. I 
was expected to be at work at eight 
o'clock in the morning, take the rugs out 
and sweep them, dust the stock, and, in 
fact, make myself generally useful. The 
first week my pay envelope contained 
$3.50. 

“I was very much interested in dis- 
play, and one day I asked the manager 
if he would allow me to trim the two 
show cases in the rear of the store. These 
cases were used for kéeping ladies’ and 
children’s jersey leggings and they were 
an eyesore to me. At first he said there 
would be no place to put them, but I told 
him I would find a suitable place for 
them, so he ,agreed to let me trim the cases. I had only 
worked there three weeks when I made this request, so he 
was very much surprised. 

“I secured some floor covering from the display manager 
and covered the floor of the cases smoothly and then made 
a display of satin slippers. They looked a great deal better 
than previously, so we brought the cases to the front of the 
department so that the displays would be more noticeable. 

“One day I asked the card writer to let me help him 
when he was going to do overtime work, and he consented. 
He helped me, however, much more than I helped him. I 
practiced every chance I got and was soon making show 
cards. Not long after this the card writer left to take an- 
other position and he recommended me to fill the vacancy. 
The manager at once sent for me and asked me to make a 
sample ticket. I made a small 7x11 card and brought it to 
him. It was terrible! He took it and smiled, and asked me 
if I had made it. I grinned and said ‘yes,’ expecting him to 
tell me it would not do, but instead he asked me what salary 
I was getting. I told him it was $3.50 and he said it would 
be increased to $7.00 per week and that I would start work- 
ing with the display manager from then on. I was over- 
joyed at this advancement and the fact that I would now 
be working in the department I liked and would probably be 
a window dresser some day. 

“A first, it was rather difficult for me and I worked 
very hard, making the show ecards at night. Naturally, I 
was slow at first, but I soon gained more speed. 

“The window dresser was a New Yorker, a topnotcher 
in the line, and we got along splendidly. I ‘pulled’ all the 
windows and cleaned them so that he could trim them. Then, 
after a short time, I was given an opportunity to trim some 
of the smaller windows. 

“After two years, at which time I was getting $12 per 
week, the window dresser returned to New York, and I was 
left in charge temporarily until another. man could be sent 
out from New York. The manager was leaving for the 
eastern markets and was to look out for a displayman. 


Who They Are and What They Say 





WILLIAM R. ASHBY 
Display Manager, Zion’s Co- 
operative Mercantile Institution 
Salt Lake City, Utah 





(The biographical sketch of Mr. Ashby is the forty-first of a series 
now in process of publication) 
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“In the meantime, however, the Elks 
were having a reunion in Salt Lake City 
and were offering cash prizes for the 
best Elk windows. I felt it was up to 
me to do something, so I made two win- 
dows decorated in their colors—purple 
and white—anod was awarded first prize. 
The news was wired to New York to the 
manager and he sent a return telegram 
congratulating me and giving me full 
charge of the windows. The salary was 
arranged later. In a short time I was 
breaking in a young man as my assistant. 

“IT remained with this store for two 
years more, getting $20 per week, and 
then a great opportunity came my way. 
A new store was to be built in Salt Lake 
City with modern windows and equipment 
and was to have 130 feet of window 
space. The name of this store was Keith- 
O’Brien’s. I applied for the job and got 
it with a large increase in salary. Re- 
signing from the other store, I left at 
once for Chicago, arriving there about 
four days before Christmas, and I will 
never forget that State Street ‘Fairyland. 
It was wonderful! 

“Then the manager took me on to New York with him, 
where we bought store and window fixtures. Returning to 
Chicago, I took a four weeks’ course in modern window 
dressing at the Koester School and was taught by Mr. 
Koester personally. Draping always had been easy for me, 
and I took a special interest in novelty drapes. 

“After the course I returned home to supervise the in- 
stallation of the window backgrounds and to get the interior 
displays put up for the grand opening of the store, which 
was a much talked-of event. 

“The opening windows were very beautiful. The floors 
of the windows were covered with white felt. I had pur- 
chased an entire setting from Marshall Field’s, and Mr 
Fraser helped me design the interior and the windows, which 
were decorated with delicate spring flowers. The use of 
only one or two wax figures in a window, with the neces- 
sary accessories gave it character. The management was 
very well pleased with everything and complimented me on 
the fine windows and interior. It surely was a great day 
for me! 

“I continued to work for this progressive firm for eleven 
years and then accepted a position as display manager for 
the Zion’s Cooperative Mercantile Institution, which is 4 
larger department store than the two previously mentioned. 
Here I have twenty-six windows and six assistants. ! 
‘love’ my work and am always on the alert for new ideas. 

“There are always a great many young men applying 
for positions in my department, and, although I need good 
utility men, I find it is hard to get lads that answer the 
requirements. ‘The display profession appeals to many 
young men, but they are not all adapted to it.” 





WEISS MANUFACTURES SPOT LIGHTS 

Samuel R. Weiss, well known among the displaymen of the 
country and for many years identified with the display in- 
dustry, has engaged in the manufacture of Weis-Zer spot and 
flood lights for show window use. -These reflectors are made 
of duralumin and are guaranteed not to tarnish, corrode, rust 
or burn. The company is known as Weiss-Zernes Products, 
and is located at 431 N. Clark Street, Chicago. 











May. 19 


Hov 


beauty § 
unveilir 
been set 
to view 
“As 
show, t 
p.m. V 
after th 
“Wh 
glories 
having | 
cities O 
plays, i 
This pe 
tains hi 
birds of 
iris of 
blossom 
“Ela 
the cha 
window 
“Inte 
Japanes 
of flow 
profusic 
shine fc 
“All 
recesses 
in evide 
A fo 
a few 
dramati 
style re 
soring | 
models, 
after sc 
mony oO 
“All 
evidenc 
groom. 
“Fol 
will giv 
pageant 
by nine 
directio: 
darkene 
of the 1 
the run) 
terfly te 
in myri: 
will be 
Guldner 
a solo d 
runway 
of butte 
“The 
in an ou 
at a cot 
displaye 
Quaret 
“Sce: 
Central 
rain, wi 
ing effe 
of Dan 
give the 
Colu 
20 and 
Secretar 
cap the 
tively uy 
moderni 








May. 1928 


How Spring Openings Were Staged 
(Continued from page 31) 


beauty sleep lately in preparing the window displays for their 
unveiling,” the local scribes said. “The scheduled hour had 
heen set earlier this year, so as to permit downtown employes 
to view spring’s wonders by Davenport retail merchants. 

“\s a downtown attraction in connection with the fashion 
show, the windows will remain illumined from 6:30 to 11 
p.m. Wednesday, so that they may be viewed before and 
after the show. 

“When Davenporters passed down the streets to view the 
glories of the season’s attire in the shop windows, they were 
having an opportunity equal to that of shoppers in the larger 
cities of the country. As to the details of the window dis- 
plays, it was found that futuristic motifs characterized them. 
This popular art theme was carried out with spring foun- 
tains having revolving lights, that reflect cubistic designs, 
birds of paradise, velvet screens of modernistic settings, giant 
iris of geometric figures, and verdant trees flaunting spring 
blossoms. 

“Elaborate styles and fabrics were in evidence and all 
the charming paraphernalia of spring helped to make the 
windows spectacular. 

“Interior of stores. too, took on a ‘springy’ atmosphere. 
Japanese lanterns and parasols, drooping tea roses, arches 
of flowers, apple blossoms, rambler trees and greenery in 
profusion did their share in making the beauty of springtime 
shine forth. 

“All reminders of winter were relegated to the hidden 
recesses of the stores and new knick-knacks of fashion were 
in evidence.” 

A forecast of the Davenport Style Show declared: “With 
a few last minute touches, everything will be ‘all set,’ 
dramatically speaking, for the two performances of the spring 
style revue, which the Davenport Retail Merchants are spon- 
soring Wednesday at 2:30 and at 8:15 p.m. Perfectly attired 
models, nearly forty-five of them, will saunter through scene 
after scene to the accompaniment of orchestral music in har- 
mony of the general tone of each shifting stage picture. 

“All the essentials of a cinema production are to be in 
evidence, save in the wedding plot, which is minus a bride- 
groom. 

“Following the overture of the orchestra, Leo Coleman 
will give a few words of welcome. In. the prologue to the 
pageant, ‘Spring Butterflies, a ballet dance will be given 
by nineteen pupils of the Rae Studio of Dancing, under the 
direction of Miss Irene Ucziwek. The auditorium will be 
darkened, and pale blue lights will flick for the appearance 
of the wee butterfly, Caemen Henle, who will ‘flutter’ down 
the runway and give the signal for an immense colorful but- 
terfly to appear, and as this will gradually change its colors 
in myriad hues and fade away, an outdoor scene on the stage 
will be depicted for the ballet dance. Jeanette and Marilyn 
Guldner will give a duet ballet, and this will be followed by 
a solo dance by Ruth Fabricius, who will later appear on the 
runway and signal to the queen of butterflies, and a shower 
of butterflies will ‘breeze’ down. 

“Then the first scene will open proper with spring woods 

in an outing land portrayed. Proper apparel for sports wear 
at a country club or a pose in a 1928 sport runabout will be 
displayed by the models. In the interlude, the Imperial Male 
Quaret from Chicago will sing. 
_ “Scene 2 will show a modern city street, resembling a 
Central Park scene in New York. It will depict a spring 
rain, with shower rain drops in evidence by a special light- 
ing effect. At this time, pupils of the Lend-a-Hand School 
of Dancing, under the direction of Miss Lucy Wilson, will 
give the ‘Spring Shower Dance.’” 

Columbus, Ohio.—‘‘Our spring opening was h.ld on March 
20 and was greeted by very bad weather,” says James Brischo, 
secretary of the Columbus Display Club. “Despite this handi- 
cap the Columbus displaymen had the finest showing collec- 
tively up to the present time. The outstanding feature was 
modernism. ~ The two largest stores emphasized it very 

(Continued on page 96) 
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“se more wax figures 


the moder chorus proves that beauty pays 


Twenty-five years ago, Flo Ziezf2ld startled the theat- 
rical world with his famous Flora Dora Chorus—an inno- 
vation that for the first time showed as many as 
twenty-five beautiful girls in one chorus. 


The great crowds that flocked to see this chorus proved 
that beauty pays. Today, theatrical producers profit by 
this lesson and have choruses of 100 girls or more—and 
still beauty pays. 


Twenty years ago merchants used ordinary dummies in 
their windows. Today, the progressive merchants use 
only the finest wax mannequins—those of Pierre Imans— 
many of them—to display and sell their pretty garments. 


Past experience, on every hand, unquestionably proves 
that beauty pays. Pierre Imans’ Wax Mannequins 
produce additional profits because they are incompara- 
biy modern with true-to-life grace and charm. They 
ate strikingly effective—the creations of a master. 


CURTIS-LEGER FIXTURE CO. 


Established 1869 


235 W. JACKSON BLVD. CHICAGO, U.S. A. 
NEW YORK SHOW ROOMS: 1440 BROADWAY 


Curtis-Leger Fixture Cor 


SOLE DISTRIBUTORS IN U.S. A. 





























































68 DISPLAY WORLD May, 1928 





STORE EQUIPMENT DIGEST 


j} Fixtures---Show Cases---Store Fronts---Plans---Equipment \\ 
















More Dyas Scenes—At the upper left is a section of the toilet goods department on the main floor; at the right, the dry goods 
section on the second floor. The lower left shows the women’s sports wear section of the main floor Sports Shop, the lower 
right a view of the millinery department. 





Dyas Unit Bespeaks Builder’s Art 


(Continued from page 32) 
a model of cabinet makers’ work. These enclosures 
are octagonal in plan and required minute care in 
mitering the joints of the many sides. Each side has 
been membered to its next adjacent side with splines 
so carefully that joints are not perceptible and the 
completed fixture looks more like a moulded orna- 
ment than the hundreds of pieces of assembled wood 
that it actually is. Very attractive display cases, 
topped with hand-carved pediments, adorn three sides 
of these enclosures, each of which is fitted with care- 
fully concealed light reflectors, while from a fourth 
side a very large, yet attractively built, center floor 
case extends towards the next column. These display 
merchandise in the upper section, and below store the 
stocks in carefully arranged drawers. 

The silverware and jewelry section of the main 
floor is an outstanding feature. Massive hand-carved 
columns of black walnut support a hand-carved black 
walnut cornice and header to frame in beautifully 
etched plate glass show windows, the backs of which 
are enclosed with hand-carved panels and brackets. 
Once past the entrance arch of this department, the 
visitor is confronted with a black and gold motif, 
very carefully carried out and nicely set out with 
hand-carved ornaments. and wrought iron trimmings. 


Even the drawer pulls on the faces of the wall case 
drawers are goldplated. The shoe department on the 
mezzanine, floor best expresses cabinet art in that all 
of the shoe shelving is carefully enclosed in cabinets, 
fitted with hinged-panel black walnut doors orna- 
mented with hand-carved rosettes. 


The second floor feature is the millinery depart- 
ment. Here milady is made to feel at home in fitting 
rooms carried out in delicate pastel shades, a different 
shade for each room. A special foyer for this depart- 
ment is screened off with hand-carved black walnut 
fixtures and display cases, while hand-carved waiting 
tables and display cases are carefully fitted to the out- 
side of the fitting room partitions, facing the foyer. 

The floor devoted to ready-to-wear for women is 
one which might vie with any salon of Paris or New 
York. The broad expanse of this “drawing room” 
gives the feeling of welcome spaciousness found in 
mansions of state. Yet there is the warmth of a 
lived-in habitation. Informal ease is apparent in the 
luxurious chairs, upholstered in French brocade, sofas 
of graceful shape and gracious invitation, gleaming 
wall-high mirrors to reflect fashion’s varying whims, 
soft carpets, and everywhere harmony in coloring, 
from the darkly gleaming woodwork to the light from 
chandeliers which is like rose-tinted candle flame. 

(Continued on page 72) 
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Fitting the Display to the Market 


How Advertiser Who Capitalises Seasonal Isemand Insures Installation 
of His Matcrial—How the All-Year Product Display Differs. 


UYING habits of the masses control merchan- 
dising except in the interesting cases where 
astute marketers have been able to control or 
alter these governing customs. Generally 

it is safer to conform to these requirements than to 


~ 





CALUMET 


BAKING POWDER 





spend time and energy in frenzied effort to overcome 
deep-rooted traditions. 
Realization of these preferences and capitalization 


‘of their values have been mighty forces for furthering 


the progress of clever merchandisers. The principle 
has been recognized in adver- 
tising and followed, ‘to a large 
extent, in window display. Its 
importance cannot be too 
strongly stressed, nor should 
illustrations of its employment 
be discounted. 

Below are reproductions of 
displays produced by adver- 
tisers with very dissimilar dis- 
tribution problems. Compari- 
son of their adaptations of dis- 
play material to their needs 
brings out the latitude of the 
window and its competence to 
profitably serve all those who 
study its uses. 

The Du Pont  Viscoloid 
Company, Wilmington, Dela- 
ware, produces Pyralin, which 
is employed in the manufac- 
ture of toilet and gift wares. 
As Spring brings graduations 
and weddings, it is one of the 
most fruitful seasons for ex- 
ploitation of their goods. Rec- 
ognizing this opportunity, the 
manufacturers have this year 
taken a step in utilization of 
Sine sorme display that is as ambitious as 
; it is costly, and is almost revo- 
CALUME T lutionary in its daring. 
ngs | image To secure windows in 4 
hutry at this critical time, the 








FITTED TO CONDITIONS—The 
Pyralin display at the top is an ex- 
pensive “help,” made alluring to 
insure placement during the gradu- 
ation gift purchasing period. The 
extreme need for windows at this 
time is not paralleled in items like 
baking powder, but its promotion 
requires many more windows. This 
issue does as much to determine 
the form of Calumet trims as the 
former influences Pyralin. 
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company is offering an elaborate electric flashing display 
equipped not only to promote their products, but also a 
varied group of giftwares. Of their plan, A. E. Riley, 
of their publicity bureau, says: 

“As part of our new gift merchandising plan for 
spring we are offering our distributors and dealers an 
attractive.and elaborate electric flashing window display. 
It is of a type which has been found most effective 
along modern advertising lines, and is designed to aid 
distributors and dealers in bringing, in an attractive 
manner, their offerings to the attention of the public. 
The display is forty inches wide, thirty-three inches 
high and sixteen inches deep—large enough to exhibit 
a ten-piece Pyralin set or several assorted sets. But 
it is planned to feature not only Pyralin sets, but also 
the leading spring gift offerings of. the dealers. Five 
separate easel cards are included, referring to spring 
gifts in general, and so worded that they may be used 
in connection with the display of other goods, such as 
fountain pens, leather novelties, perfumes, jewelry and 
similar lines. The complete assortment is printed in 
five colors. This window display is free to dealers, as 
are also a window streamer and five display cards. It 
is one of the finest and most expensive displays ever 
offered in connection with promotion work.” 

In contrast with this type of merchandise, which 
varies in appeal with the seasons, is Calumet Baking 
Powder, an in-and-out all-season seller. The task of 
its sales promoters is to keep their product in the public 
eye, emphasizing its qualities, but devoting their displays 
chiefly to reminder publicity. This plan calls for win- 
dows, lots of them, put in at frequent intervals, and 
built out of materials that can be produced in volume. 
The result is a trim that is used for a year, and reaps a 
showing of approximately seven days after each instal- 
lation. 

Of the policy pursued in preparation and placement 
of their displays, J. W. Westbrook, of their advertising 
department, says: 

“The major portion of our advertising material is 
prepared here in our own advertising department. 
Occasionally our advertising agency comes across some- 
thing good, and, of course, we are glad to have them 
submit any sort of material. 

“Usually it is easier for us to use sketches rather 
than to set up dummy windows to get the idea over of 
how display material will fit in with our general window 
trims. 

“The average length of showing in a window is 
about one week. A window trim design is usually 
employed by us for a year.” 





Adapt Window Helps to Seasons 


Noted Shoe House Makes Message Fit Time of 
Appearance and Productive of Buying Urge 


By W. L. DODD 
Sales Manager, W. L. Douglas Shoe Co., Brockton, Mass. 


E try to tie our windows up to a seasonal buying impulse. 

For instance, December is a gift-buying month, and the 
cards for that month will feature the many items in a shoe 
store that make suitable Christmas gifts, such as slippers, 
hosiery and shoes. 
_ Of course, early in the season style is an important buying 
Impulse, and we play that fact up strong in the main card. 
By the main card I mean a large card intended to get across 
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$375.00 
In Cash 
May Be Won by 


One Person 
Enter the 1928 


CLOCK and WATCH 


Display Contest 


Photographs of your _Displays—teaturing 
the clocks or watches of one-or more of our 
members—may win one or more of our Cash 
Awards in our 1928 Contest. 


AWARDS FOR SPECIAL SEASONAL 
DISPLAYS 


Both your seasonal displays and your general 
displays—featuring our clocks and watches—are 
eligible for awards. 





YOU PROFIT MOST 
From your best Window Dis- 
plays and Inside Store Displays 


‘ - that attract passing customers 
Wm. L. Gilbert Clock Co. to your merchandise and make 


Herschede Hall Clock Co. it easier and more profitable 
The E. Ingraham Co. to sell. 
Lux Clock Mfg. Co. ONE OF YOUR BEST 


MEMBERS 


New Haven Clock Co. SEASONS 
Sangamo Electric Co. May and June are excellent 
The Sessions Clock Co. months to capitalize on Gradu- 
The. Seth Thee Cok | ee ee eee 
€o. Anniversaries, _ Summer Home 
2 Clock Requirements and 
The Waterbury Clock Co. Watches for Sportswear. It 
(Ingersoll Watch Co.) will pay to snap up your win- 
Western Clock Co. dow and _ interior displays. 


More sales mean more profits. 
Take pictures of your displays. 











Read and check the following. Fill out and mail 
to Clock Manufacturers Association of America, 
Drexel Building, Philadelphia, Pa. 


{_] Send complete details of your entire 1928 Display Contest, 
with information abott May—June Special Contest Awards 
and Announcement of forthcoming Publication by W. Nelson 
Taft, Author of “Handbook on Window Displays,” telling 
how to Create More Business on Watches and Clocks with 
his analysis of winning displays in 1927 Contest. 


{-] Enter us in your contest. We will send photographs of our 
various displays during 1928. 








CASH AWARDS can be as much as 
$375 to One Person 
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Dyas Unit Bespeaks Builder’s Art 


(Continued from page 68) 
Sections on this floor are marked off, not by walls, 
sternly guarding, but by graceful arches, forming 
separate retreats wherein patrons may inspect the 
various garments to be chosen. 

For the third floor the designer has created a cen- 
tral galaeri, partitioning off the various shops. From 
this, openings to the various shops are encased with 
exquisitely hand-carved black walnut casings. Here 
the work is flat, with a bare trace of relief carving; 
there the carving stands out in all its majesty, while 
the next turn of your head brings into view whole 
columns, wonderfully membered together, and carved 
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in exceptionally good taste. Display cases stand out 
from the walls into the gallaeri center, demonstrating 
the competence of the cabinet-making firm that 
executed them, and making it possible for the Dyas 
Company to properly display gowns, furs, sports 
wear and other finery. 

One must devise new names for some of the sec- 
tions pertinent to this new and wonderful store. The 
“sports roof,” for example, a place which may be and 
has been flooded to present a lake whereon floated 
brightly painted canoes, freighted with gay parties. 
Here will be arranged a play beach for children; 
again, here one may find a fisherman’s paradise. Last, 
and most intriguing of all, is real sports section. 





the buying impulse for that month, and is supplemented by 
smaller “talking” ‘cards bringing out specific shoes, or playing 
up a shoe that ties up to a certain buying impulse. For in- 
stance, in November the winter social season is opening: up, 
and many women will need dance pumps. In November, also, 
men are buying either a heavyweight oxford or high shoes. 

On the other hand, women are not so apt to buy a heavier 
shoe, and such a talking point would be useless. We usually 
have a set of cards for the women’s window, as a rule, that 
has something to say about our boys’ shoes, and how they are 
economical to the family budget, for the reason that a woman 
quite frequently will accompany the boy in buying his shoes, 
and she also, in many instances, handles the family budget. 

Usually our cards are made up of two different types, 
either postertone treatment or special hand-made cards made 
by mounting fancy papers on a heavy ply cardboard. These 
fancy papers are similar to the ones used to line the better 
grade of envelopes for social stationery. They can be ob- 
tained in futuristic designs, in Egyptian motifs and many 
attractive patterns. One paper is an exact reproduction of a 
leopard skin, and would be an ideal paper for a furrier to use 
for window cards. 

If the drapes and color scheme of the window are rather 
strong, we usually keep the window cards in a lower key. On 
the other hand, if the drapes are quiet, we put a little more 
pep in the card. 





Window Costs Below Magazines 


Carl Percy Tells Chicago Club Displays Net Huge 
Circulation at Fraction of Cost of Periodicals 


URING the course of his talk on window display adver- 
tising before the Advertising Council of the Chicago 
Association of Commerce, April 5, Carl Percy related a great 
many facts secured as a result of several years of extensive 
research. These facts were used to prove the medium to be 
placed on a plane with billboard, newspaper and magazine 
advertising. 

He stated ,among other things, that members of his re- 
search staff had clocked circulations in cities of various sizes 
and in different sections of the country with a view to estab- 
lishing circulation costs per thousand. 

In explaining the net result of his findings, he pointed out 
that, for the known lookers, the advertisers paid a per-thous- 
and price about one-fifth of that paid for full-page space in 
women’s publications and one-third of the cost of equivalent 
space in newspapers. 

Allowances were made for the number of repeaters in that 
passing audience and for the loss to the advertiser where cir- 
culation is paid for at points where there are no retail outlets. 
The average attention value of a good display is 10 per cent 
of the passers. 

Mr. Percy further stated that, while he was making out a 
case for window display advertising, it was with the full reali- 
vation that the medium would not be as effective as it has 
ween proven to be were it not for the background of magazine 
«nd newspaper advertising. 


His plea was for a better ratio than ordinarily pertains in 
advertising appropriations, and he emphasized the fact that 
the saturation ‘point could be reached much more quickly in 
window displays than in any other medium. 

In the drug field, for instance, according to the speaker, a 
full program would not exceed $150,000 in cost, whereas an 
advertiser could spend from one-half to a million dollars and 
yet be in a comparatively small list of publications. He devel- 
oped the point that a more generous use of window displays 
makes more effective the results from publication advertising 
because of the tie-up at the dealer’s store; also that such a 
procedure makes possible larger expenditures in publications, 

In discussing some elaborate tests that had been made over 
a twenty-six week period in following the sales by towns as 
the result of a window campaign, Mr. Percy proved that it 
was possible to get, in increased business over and above the 
previous normal and the natural growth of the business, a 
return in new business of more than $12, at wholesale prices, 
for every dollar spent in window display advertising. 

Among other interesting points mentioned, was the fact 
it is necessary to sell only one-tenth of 1 per cent of the pass- 
ing audience to accomplish this result, and that the research 
definitely established the fact that the window display is the 
equivalent of a billboard on the sidewalk. 

Mr. Percy referred to several other graphic illustrations 
of sales results from window display advertising, quoting 
rather extensively from his recent book, “Window Display 
Advertising,” published by the John Day Company. 





We Formulate Our Display Helps 


Sketches of Lithographers Are Sometimes Used But 
Ordinarily We Design Our Material 


By E. J. BOLAND 


Advertising Mgr., American Asphalt Paint Co., Chicago, Ill.’ 


oo advertising department of this company prepares all 
display material and we do not utilize the services of 
an agency. The average length of showing is from two to 
four weeks. This, of course, depends upon the dealer and 
the salesman covering that territory. In Some cases we use 
sketches submitted by lithographers, but ordinarily all dis- 
plays, from the idea up, are produced by our own forces. 
We use lithographed window displays, counter displays, 
and small hang-up cards, At the present time we are try- 
ing out a rather unique display, and the initial showing was 
very promising. This display is made of papier mache and 
measures nine feet wide, six feet high, and four and one-half - 
feet deep. It is a reproduction of King Tut’s golden casket 
reposing in his tomb. Through the door of the tomb can be 
seen camels, pyramids, and other Egyptian scenery. Three 
simple cards tie up the display with Valdure Asphalt Paint. 
The bodies of King Tut-ankh-Amen and other Egyptiat 
kings were preserved through the ages with a preparation 
made from asphalt. We bring out the story that if asphalt 
preserved the bodies for three thousand years, then a paint 
made from asphalt must be a good preservative. 
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HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 


















CALIFORNIA 


Entire State Covered Every 14 Days 


BRANCHES: 
138 Turk St. 614 Sixth St. 918 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
1214 Race Street 
CHICAGO 








NEW YORK 


Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 


AND SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Avenue Cleveland, Ohio 


CHICAGO 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
352 E. 22nd Street 
NEW YORE PHILADELPHIA 


CLEVELAND, OHIO 
AND SURROUNDING TERRITORY 


A Bigger and Better WINDOW DISPLAY SERVICE 
for the National Advertiser 
CLEVELAND WINDOW DISPLAY SERVICE, Inc. 


1344 PROSPECT AVENUE CLEVELAND, OHIO 
EFFICIENT—PROMPT—COURTEOUS 


NEW ORLEANS 


This Big and Prosperous Southern Market 
Presents a Profitable Display Opportunity for 
Your Product : 
Window Display ard Service Department 
S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 
PHILADELPHIA 


Eastern Pennsylvania, New Jersey and Delaware. All window 
display campaigns are linked with a complete merchandising 
service that comprises of dealer and jobber tie-up, market surveys, 
sales analysis and trade journal publicity. Ask us for details. 


The S. J. HANICK CO. 


Samuel J. Hanick, Manager 
HANICK BUILDING 925 CHERRY STREET 


AKRON, OHIO 


and Surrounding Territories Thoroughly Covered 


AKRON DISPLAY SERVICE 


O. W. Snyder, Mgr. 
', 41 E, Market St. 




















Hermes Building 


a 


REMEMBER—Quality and Service, Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers. We cover 
the entire State of Michigan and Toledo, O. 


Associated with Window Display Installation Bureau, Inc. 





Complete Window Display & Distributing Service 
for National and Local Advertisers 


‘ WICHITA 


and Surrounding Territory 


Southwest Display Service 
108 S. Washington Ave. Wichita, Kansas 





J. Duncan Williams Joseph H. Marshall 


Williams-Marshall Displays 


“Window Display At Its Best’ 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window display studio with life-size 
windows for photographing, set-ups, etc. 


NEW YORK CiTrrY 


Surrounding Territory 





Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
CHICAGO PHILADELPHIA 





Advertising at the Point of Sale! 


Michigan Display & Decorating Company 
1504 Broadway, Room 320 DETROIT, MICH. 
Branch Office—Toledo, Ohio 


The service that makes and keeps friends for your product 
and wishes your friendship, too. Installing at the present time 80 
per cent of its work for local manufacturers who see the window 
displays continually and are satisfied—these are your references. 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Service plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 


“THE GATEWAY TO THE SOUTH” 


TIDEWATER VIRGINIA AND NORTH CAROLINA 
The market that merits your earnest attention. A complete win- 
dow installation, sign tacking and advisory service for National 
Advertisers. s 
MURRAY .G..WADE SALES SYSTEM 
Gen’l Offices: 2nd Floor, Academy of Music Bldg., Norfolk, Va. 








Cincinnati, Ohio 














DISPLAY SERVICES 


If you are not listed on this page, you are over- 
looking a big opportunity to promote your business. 


Address Advertising Department 
DISPLAY WORLD 















































































74 DISPLAY WORLD 






DisPlay World 


Title Registered U. S. Patent Office 
FOR :MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


H. C. MENEFEE, President 








This Issue Display involves the thought of show- 
of Bulky ing something, and hence justifies the 
Goods research and investigation given the 

window by such recent recruits to its 
standard as the public utility and refrigeration or- 
ganizations. When their commodities are of inter- 
mediate size they'experience no more difficulty than 
that faced in the production of a pleasing array of 
hardware, silverware, or apparel. But when dealing 
with heaters, incinerators or refrigerators, they crash 
into problems that the department store windowman 
seldom’ faces. . 

It is physically impossible to show a wide selec- 
tion of their wares under such circumstances. It is 
likewise very difficult to create room illusion, as is 
often done by the furniture displaymen. The window 
may be shallow, throwing the machine or other fea- 
ture far to the front, magnifying its size and distort- 
ing its realities. 

What to do is the question. It is, of course, 
axiomatic that the larger the ware the lower should 
go the floor of the window, the deeper the background 
should be recessed and excess of decorative material 
avoided. These principles should be understood and 
followed by all displaymen who are in a position to 
thus adapt their windows. 

But inasmuch as there is no special beauty in the 
incinerator or heater, nor special intrinsic appeal, 
would it not be worth pondering the utility of the 
poster window as a solution of this problem? Into 
the background executed in poster style scenes can 
be worked that bring out the purpose and mode of 
operation of the specialty, develop appeal on utility 
or comfort, and more fully bring out the selling mes- 
sage of the merchant than through mere showings 
of his merchandise. The fact that such schemes leave 
the foreground open for showing of the product itself 
at right or left enables a tie-up between the idealiza- 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
month of date of issue. All photographs reproduced become the property of the publishers. 
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N. SILVERBLATT, Secretary 
OUR PLATFORM 








Its Industry. 






Business of Selling. 










tion and the reality that raises the display above 
simple depiction. 

That the plan has been used successfully by some 
‘of the foremost utility displaymen of the country 
should commend it to those. seeking .liberalization of 
showings of bulky goods. 





Window So strong was the pulling power of the 
Sales opening windows installed by Lawrence 
Power Riesenbeck, of the Alms & Doepke Co., 

Cincinnati (according to an interview ap- 
pearing in this number) that within five hours after 
their appearance stocks had been so depleted that the 
department’s buyer was on his way east to purchase 
new goods. 

This is an extraordinary example of window sales 
power, but it is matched every day. Instances of the 
enormous influence exerted by the window upon the 
passer are constantly streaming in. The sad part of 


‘it is that thus far no gauge has been fashioned by 


which the selling power of individual windows can 
be measured. Repetition of a display that sold goods 
like hot. cakes at one time often finds the public cold 
and indifferent. Why? 

Apparently, the answer: lies in the display’s acci- 
dental stress upon timeliness, seasonability, color, 
comfort, or similar appeal. The same settings when 
used with another type of goods may fail to bring 
out the same themes, or the change of seasons oF 
weather may render them ineffective when used with 
the goods which they first exploited. 

Price may also have a bearing. The passer buys 
much more readily when the items featured call for 
a small expenditure than when the outlay calls for 
meditation. 

Perhaps it would be a good thing if some enter- 
prising analyst would outline a form for checking 
displays on embodiment of appeals to the emotions 
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‘nown to promote buying. Such a guide would prove 
especially valuable if it took into consideration the 
type of goods shown and the buying habits of con- 
sumers in regard to these types of merchandise. 





The Detail Much has been said, and to good pur- 
That Intensifiespose, of the significance of room ar- 
Interest rangement in bringing out the charm 

of furniture. Since it is the ordained 
field of furniture to embellish and decorate as well 
as to serve utilitarian needs, it is fitting that all of the 
attributes of beauty in design and color that the line 
possesses should be brought out by presentation in 
suroundings that closely follow the settings of the 
average home. But there are further extensions of 
the display’ idea that any furniture displayman can 
make with profit to his concern. One of them is 
exemplified in the opening displays produced for 
Davidson Bros., Des Moines, Iowa, by Display Man- 
ager Therkelsen. 

This consisted merely in borrowing fom the de- 
partment store technique the plan of converting the 
window into a tiny theatre with wax figures as the 
actors. Here was a maid setting a dining table; 
milady at her dressing table, kimono clad, completing 
her toilette; a handsomely gowned figure lounging in 
a comfortable chair amid the complements of a living 
room scene. Life, interest, appeal—all imparted by 
this simple move converted these showings from 
static renderings of traditional form into intriguing 
spectacles that warmed the heart of the passer. 

There is always a new turn to give the display— 
always a new aspect to place upon it. Nor is it neces- 
sary to beat the bushes for the idea. In your daily 
wanderings around the square, your trips to and from 
the store, your moments of recreation, there are germs 
of schemes for displays that possess unwonted attrac- 
tion. 





Tell Him 
Why You 
Didn’t Use It? 


How many batches of display ma- 
terial do you receive each year from 
national advertisers that cannot be 
used in your windows, either on ac- 
count of store policy or actual lack of appropriateness ? 
Few of these panels cost the advertiser less than a 
half-dollar apiece for manufacture and delivery. The 
total of waste per store in the course of a year is 
astonishing. ; 

Regardless of how the material strikes the dis- 
plavman or his store executives, they cannot overlook 
the good-will which inspires its production. Each 
piece evidences the desire of the advertiser to help 
his dealers sell goods, and if, by chance, he fails to 
select the right type of art, or the right type of 
lithography, or color scheme, this failure does not 
discredit the honesty of his intentions. 

Would it not be a simple thing to drop him a létter 
telling him why his material is unacceptable? Would 
such a policy not react to the benefit of the dealer 
and displayman as growing consciousness of the re- 
(uirements of his retail outlets enabled him to alter 
his material? This is the probability—a probability 
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sustained by the knowledge that very few advertisers 
or their advertising managers know the fundamentals 
of display. 





Why Not 
Press Critics 
for Display? 


That the primary purpose of the win- 
dow is to sell merchandise cannot be 
disputed. But that this is all that the 
window does is certainly not a just 
conclusion. The.alert decorator weaves into his dis- 
plays a wealth of detail bringing out the appealing 
attributes, embellishes his goods with attractive set 
pieces and backgrounds, and endows them with 
beauty. The “ohs” and “ahs” of feminine passers— 
the frank admiration of the masculine viewer—rise 
not merely from interest in the goods shown, but the 
manner in which they are shown and the spectacles 
that he looms from them. 

If the actor merits special consideration because 
of his portrayals, if the writer is worthy of attention 
because of his contributions to literature, and the 
effect of his contribution upon contemporary culture, 
is not the windowman entitled to his place In the sun? 

Such is the conclusion of the German Association 
of Displaymen, which has launched a movement for 
securing recognition from the press comparable with 
the criticism lavished upon theatre and literature. 

At the recent convention at Essen, George Fischer, 
noted Berlin window counsellor, and vice-president of 
the association, urged upon his colleagues a serious 
effort to induce press criticism of displays. Express- 
ing the belief that the windowman influenced the cul- 
tural outlook of the masses to a far greater extent 
than either actor pr writer, he urged action to bring 
the press to a consciousness of this situation. 

By its criticism, he declared, display would be 
subjected to such publicity that adherents of outworn 
styles would be shamed into advance. Those who 
had courage to pioneer in better forms of presenta- 
tion would find approval or rejection prompt and 
authoritative, opening the way to speedy progress 
when their ideas were sound and frowning down the 
hare-brained scheme. 

While the artistic element of display has long 
been recognized in America, our countrymen have not 
been inclined to regard windowmen as artists. Nor 
is there any likelihood that the merchant will tend 
toward the idea until the permeation of art in busi- 
ness, now well under way, teaches him that profits 
are linked with it. But in anticipation of that time it 
is well that displaymen think seriously of their part 
in modern life and the effect which their creations 
have upon their viewers. Theirs is an audience that 
few artists have and their appreciation is far greater. 
Perhaps in the upward movement of American dis- 
play the hour will come when the Yankees may fol- 
low in the footsteps of their German brethren and 
claim the place in ‘professional circles that Herr 
Fischer declares is theirs. 





Nothing succeeds like success. If your job is not all 
you want it to be, check over the manner in which you 
are handling it. 
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More Than Art Required for Floats 


Since the Body of the Vehicle Usually Serves as a Moving Stage 
the Decoration Must Be Attuned to the Scene Presented 


VIERY convention decorator, and quite a few and skill as is expended upon the most elaborate dis- 

of the display installation men, are called play window. 
upon occasionally to design and decorate The decorator who is content with simple conven- 
floats. Such an important position do these tion trims finds himself in difficulty the moment that 
gilded chariots occupy in civic and industrial celebra- such a project is thrust upon him. The geometrical 
tions, and such a hold do they have upon the masses features of booth construction, the simple ornamenta- 
that their building requires quite as much technique tion which is characteristic of them, will not suf- 


fice for the float, for it is to 
all intents and purposes a mov- 
ing stage upon which is de- 
picted an allegorical or his- 
corical tableau intended to pro- 
duce prestige for the sponsor 
of the vehicle. Adequate set- 
tings for these ambitious his- 
trionics cannot be thrown to- 
gether, for their propriety de- 
pends upon thorough under- 
standing by the decorator of 
the historic or literary back- 
grounds of these episodes, call- 
ing for drapes, plaques and 
decoratives of special design 
and color harmony. 

All of these principles have 
been properly weighed in the 
construction of the floats which 
are illustrated here. They are 
eloquent testimony to the com- 
petence of their. designer and 
his .ability to impart dignity 
and beauty to his creations. 
These qualities not only testify 
to his resourcefulness, but 
leave no doubt as to the esteem 
which they brought to his com- 
pany, a circumstance which 
was perhaps of more import 
to him. 

The floats are the prod- 
ucts of R. K. Stratton, of the 








GOODRICH FLOATS—Two of 
the products of the Goodrich 4dis- 
play organization. The top shows 
the “Miss Akron” creation used 12 
an Akron parade. The base is a p@- 
triotic float which won much atten- 
tion in a Fourth of July celebration. 
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Dealer Advertising Department, B. F. Goodrich Tire 
Co., and were fashioned for patriotic and civic events 
at Akron, Ohio, the home office of the company. The 
top illustration shows a creation of blue and silver, 
known as “Miss Akron of Silvertown Fame.” A girl 
employed in the home office, seated on a throne, was 
attended by a couple of small girls, who, at-intervals, 
ran down the steps to distribute miniature boots, 





The Great Progress Float in Akron’s Centennial 


water bottles and tires to the crowds along the way. 
Tires, mounted on both sides of the set, introduced 
the theme of the sponsors in a delicate fashion. 

The patriotic float was introduced in a Fourth of 
July parade. Thirty feet long, it showed a Goodrich 
girl posed in a replica of an old-fashioned photograph 
frame in the guise of Betsy Ross sewing the first 
American flag. Minute Men, seated on the base of the 
frame, told of the Revolutionary period, and soldiers 
in the uniforms worn by American armies in their 
most important conflicts, stood at the four corners of 
the float. Naturally, the drapings of the stage were 
in bunting, and the decoratives were eagles with 
wings outstretched, representing the birds shown on 
American coins. 

Perhaps one of the most pretentious floats which 
the Goodrich organization has produced was a night 
entry in Akron’s centennial celebration. Seated under 
a cupola was a young woman, who held reins of roses 
leading to the mount of a huge Silvertown tire. 
About her were grouped a number of attendants in 
colonial garb, each carrying a flashlight casting a glow 
on the face. The entire float was illuminated by flood- 
lights and torches held by pages on either side and the 
colonial figures at the rear of the float. All of the 
decoration was carried out in a color scheme of blue 
and silver with pink and yellow foliage, and blue, pink 
and yellow costumes. 





Essentials for Prize Winning Trims 
(Continued from page 42) 


In the third, the outstanding feature is symmetry and 
balance. Although there is a considerable amount of. mer- 
chandise displayed in this window, the treatment is executed 
In such a manner that the amount of goods becomes second- 
ary, a proot that balance will detract from bulkiness. 

After all, prize windows are important, not only because 
of the handsome rewards in dollars that they reap, but be- 
Cause of the enthusiasm, interest and research, which are 
helpful results of competition. May the best man win! 
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Window Display 


Fabric. 


Headquatters of America 


DAZIAN’S has fitting- 
ly received this designa- 
tion by premier display 
managers of the United 
States. 


Through our central 
importing and manu- 
facturing sources we 
furnish practically all of 
the finest fabrics for 
leading theatrical suc- 
cesses. 


This enables us to bring 
to America’s store win- 
dows an array of the 
most lustrous, glamor- 
ous fabric embellish- 
ments that it is possible 
to secure. 


With central display 
rooms in the heart of 
New York City, Chi- 
cago and Los Angeles 
we can quickly supply 
your needs in any part 
of the country. 


Whenever you are visit- 
ing these cities be sure to 
call on us. . 


a=tarres 


2he. 


142 West 44th Sireet 


New York City 


203 N. Wabash Ave. 728 S. Hill Street 
Chicago, IIL. Los Angeles, Cal. 
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When “You've Made a Mistake” 


There Is No Comedy in Errors When the Buyer’s Copy Proves 
to be Faulty—“Do It Over” the Usual Consequence 


By ARTHUR B. SMITH 
Card Writer, Porteous, Mitchell & Braun Co., Portland, Me. 


OU’VE Made a Mistake.” An unusual caption by 
which to launch an article on show card writing, 
nevertheless, a phrase pertinent to the profession 
and its many trials. Some time ago, a buyer, not 

exactly egotistical but mighty confident of his infallibility, 
slammed down a recently made department card upon the 
writer’s desk. “Why didn’t you make that word the way | 
spelled it?” he demanded with great gusto. Immediately the 
sign painter recognized the word in question; in fact, had, 
to a certain degree, expected a comeback when he made it. 
“I’m sorry, Mr. Lane, but you were mistaken in the spelling 
of that word,” he replied. “What are you talking about?” 
said our impressive buyer. “I have been selling that mer- 
chandise for twenty years and 1 guess I know how to spell 
it.” The card writer, not wishing to enter into lengthy argu- 
ment, retorted, “I spelled it according to Mr. Webster’s dic- 
tionary,” and turning to its page, added, “see for yourself.” 
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The buyer, a bit crestfallen, said, “Humph; you must re- 
member, young man, that there are several words in the 
dictionary that are spelled wrong.” Further argument fol- 
lowing such an assertion was, of course, useless, and, with 
another item added to his category of funny stories, the sign 
painter dismissed the subject. 

The position of the card writer is a peculiar one. Tact, 
discretion and applied diplomacy should be his watchwords. 
He serves many masters and is expected to always be 
amiable. 

A buyer recently sent in an order for eight full sheets, 
each of which was to contain extensive information as to 
prices and materials in his department’s clearance. The cards 
were prepared and sent to the department only to be re- 
turned with alacrity. Now the cards followed copy closely, 
but the department head sorrowfully admitted that he had 
made a mistake, and brought the likewise painful message 
that the prices on each one of them 
was wrong and that in several in- 
stances the materials were quoted 
incorrectly. Alas and alack, what's 
the answer? The sign painter 
might as well have been wrong 
for he had to make the cards over 
again and find what little con- 
solation he could in rejoicing that 
not all buyers were so erratic. 

There is no precaution or pre- 
vention that can be _ produced 
against such calamities. It would 
hardly be practical to chase about 
each department to check up with 
the buyer and ascertain that the 
prices and materials, colors, sizes, 
and other items quoted in_ his 
copy were correct. We must hitch 
our wagons to their stars. If they 
are correct, all well and good; 
but if, through their errors, we 
are spilled, they will so inform 
us, with, thank heaven, an occa- 
sional cigar, seeking to remedy 
the situation. They are “so sorry, 
but, then, we all make mistakes,” 
and “Will you please do them 
over again?” is always their so- 
lution. As for us, what are we 
to do about it? 

Reason goes a long way toward 
averting mistakes of this kind, 
and the card writer who is fa- 
miliar with store policy, mer- 
chandise and prices is often able 
to “nip in the bud” instances of 
incorrect copy. 


UNUSUAL SCENIC CARDS— 
The card writer who seeks ideas 
for unusual cards will find much of 
interest in the group by Grady V. 
Harris, Belk’s Department Store, 
Durham, N. C., which is shown 
here. Mr..Harris shows how the 
card may be, made to bring out the 
seasonability and style of his goods 








by use of good illustrations. 
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PRIZES 


cards, lettered with any drawing or 
lettering pens, will win a $50 cash prize at 
the convention of the International Asso- 
ciation of Display Men at the Palace of Horti- 
culture, Toronto, Canada, June 11-14. 


Five more cards will win a second prize of $25. 


And one card, lettered at the convention, 
will win a special prize of $25. For this latter, 
Esterbrook will furnish pens and materials free 
at its booth. 


The Esterbrook contest is annual. Last year 
it was won by Harry G. Walker of Texas, 
Harold Simpson, of Vancouver, B. C., and John 
H. Gray of Coshocton, Ohio. Winners are an- 
nounced in trade papers. 


stertiook 





DRAWLET PENS 
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CONTEST 
CONDITIONS 


Anyone is eligible. Cards may be any color, 
any size, and on any subject. Any make of 
drawing or lettering pens may be used, but 
the entire card must 39 executed with pens 
of some kind —no brush work allowed. 


Each contestant for the first and second prize 
must submit a set of five cards—no more— 
to the Esterbrook office.in Camden, New 
Jersey, before June 4. Cards maybe mailed in, 
but no entries can be accepted after the 4th. 


Contestants for the special prize must exe- 


cute a card at the Esterbrook booth. Mate- 
rials free. 


For further information write us at once. 
Drawlet Pens at your stationer’s or direct 
from us. A sample set of 12 sent you or 
receipt of $1.00. 


ESTERBROOK STEEL PEN CO. 
Camden, New Jersey 
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Quality Imparted by Careful Planning 


The Small Card Neatly Arranged Acquires Attractiveness— 
Neatness in Layout the Secret of This Effect 


By RAY E. DARLIN 
Chicago, Ill. 


VERY card writer has some occasion. to use cards 
as small as seven by eleven inches for window 
use. Some stores will not put a card in their 
window that is larger than an eighth-sheet. So I 

think we all should plan our small cards with the same care 
we use on the larger ones. 

Our pens will come to good advantage on this. type of 
card. Some prefer to use the pen all the way through. But 
I think a line made with the brush and the smaller letter- 
Ing with a pen helps to put a little snap in the card. I ad- 
vise to use the brush on all prices because the pen makes 
numerals look a little stiff or amateurish. 

As a word of explanation about the color combinations 
for the show cards illustrated in this article, the “Footwear” 


Prices 
that will 
surprise 


You. 











card is purple; The stripes that form the diamonds are in 
emerald green, while the small spots where the lines cross 
are bright orange. The panel is seafoam green edged with 
gold. All the lettering is in black. 

In “Suits” the stock is white with black lettering. The 
panel is lined with very light lavender. The stripes behind 
the panel are light green and tan. 

“Chemise” shows a seafoam green card with dark green 
lettering. The dark portion on the bottom is black. The 
irregular lines above this are magenta with two black lines 
above them. The panel is outlined with gold, and the dis- 
play line is shaded with white. 

“Modes of the Minute” is a buff card. The large letter- 


(Continued on page 88) 
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How the Small Card May Be Made to Appear at Its Best Is Demonstrated in This Group Executed by Mr. Darlin 
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PAASCHE 
pa i 8 
Took the 

Country 


Paasche J. D. Spraying Outfit 
Is Most Moderately Priced 


B neat what displaymen, showcard writers and sign 

painters have been looking for—NOW HERE IT IS— 
the Sprayer that refinishes fixtures, artificial flowers, win- 
dow backgrounds, signs—anything that needs touching 
up. Paasche J. D. OUTFIT applies lacquers and colors of 
every kind—the J. D. makes good and helps you make 
good with cards, banners, displays of every kind. 


Complete With 


Illustrated ......... hs 1 5 


Hand Pump as 
With Electric 


ST... 


Compressor 
(D. C. Motor, 110 volt is $6 extra) 








If you have gas, electric com- 
pressor, or other form of com- 
pressed air, all you need is 
the sprayer. Sprayer complete 
with '%4-pint, Mason jar, $4.95; 
8’ length covered air hose, 80c. 


ORDER AN OUTFIT NOW FROM 


126 TO 130 ? DAYTON, 
E.THIRD ST. ° OHIO. 


Ohe House of Pertect Stroke Brushes and Supplies 


























For Window Background 
Use Silks, Plushes, Velours 


We are the oldest valance manu- 
facturers in the United States. A 
request on your letterhead will 
bring complete catalogue. Make your 
windows work for you. Write today. 


CROWN BUILDING 
310 Lakeside Ave.. Cleveland, O. 


























| Changes in Window Display Are Quickly 


and Easily Made with the New 


Efficiency Display Lines 


EXTENDABLE TABLES PEDESTALS 
DISPLAY STAIRS EASELS 
PLATEAUS, SCREENS ORNAMENTS 


Square, French and Turned Designs—All Finishes 
Get the New Catalog 


Airbrushed 
displays 
increase your 






tS sctg elapalade displays can be made 
with the Paasche Airbrush—the 
kind of displays that produce sales. 


Use the Paasche H-2 Airbrush for win- 
dow cards, panels, backgrounds, or for 
touching up fixtures, display stands, 
furniture, etc. Get easily any of the 
new effects, antiqueing, plastic reliefs, 
veiling, raised stippling, etc. Your 
displays can be made to sparkle with 
this easily operated airbrush. 


Send today for the new 3-color catalog 
and the money-back guarantee. 


Scasehs birbuush 60 


1902 DIVERSEY PARKWAY, CHICAGO, ILL. 





Sesion PRiAbeieata eeOnan® BEATE 
° > TON PHIL 
The Efficiency Furniture & Mfg. Co. CLEVELAND CINCINNATI DETROIT 


BEDFORD, OHIO 














HUGHES-OWENS CoO., LTD., 
Montreal and Winnipeg, Canada 
D. W. 5-Gray 
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| Ask the Man Who Bais Here! 


Displaymen, Artists, Studios and Show 
Card Writers, We 
Specialize on all art and show-card supplies for 
Window Display Work. 


Brushes—Show Card Board—Water Colors— 
Crepe Paper—Panel Paper. 


Large Cutting Knife on premises can be used 
FREE to cut cardboard and paper in sizes to suit. 


Eagle Sign Painters’ and Artists’ Supply Co. 
HARRY SCHLIFTMAN, Prop. 


314 West 42nd Street New York City 

















The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 


Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, . CHICAGO 




















Show Card Writers and Window Trimmers 
Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 

Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 
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Display Service Notes | 








L. W. Hohenstein, 102 West Gordon Street, Savannah, 
Ga., reports that he is handling installations for Gillette 
razor blades, Peterman’s Exterminator, Gem Razor, S. S. S, 
Creomulsion, Church Seats, Ex-Lax, Father John’s Medicine, 
La ’Em Strait, Cascade Ginger Ale, Bayer’s Aspirin and 
Iodent Tooth Paste, Mr. Hohenstein is a zealous propa- 
gandist for installation service. Of the trend toward place- 
ment of displays by local services, he says: “I would say 
that the following reasons are the cause for increased dis- 
play work through an installation organization: Better in- 
stallations, more installations, time saver for he manufac- 
turer’s salesman, and less expense to the manufacturer. First, 
the druggist will give a local organization the preference 
over a salesman; second, he will give the local man the better 
window. This is due to the fact that the displayman comes 
in contact with the druggist more. often than the traveling 
salesman. It is a great time saver because the trimmer de- 
votes his entire time to this line of work and does it better 
because of the same reason, whereas the salesman who does 
his own trimming has a limited time for selling and install- 
ing displays. Therefore, he has done neither justice, and the 
manufacturer is the one who suffers. It is less expensive 
for the same reason, so why not let the manufacturer’s sales- 
man devote his entire time to the sale of his product and 
cover the entire city in his very limited time, and let an 
installation organization work with him and the result will 
be: More sales, better displays and a satisfied manufac- 
turer.” 

S. Floyd Wood & Co., 414 Henry Street, Roanoke, Va., 
write that they have recently served Maltop, Inc., Kolynos, 
Rem, Houbigant, Pluto, Flit, Black Flag and Old Gold 
cigarettes. Of their work and organization, Mr. Wood says: 
“As we cover three times per year from Winchester, Va. 
down to the valley, and also from Lynchburg, Va. ,o 
Raleigh, N. C., including Durham, Greensboro, Winston- 
Salem, High Point, and back by Bristol and Pulaski, we are 
able to install windows and have same O. K.’d, sending our 
receipts each week. 

“Not only are we a display service, but we also ask all 
merchants called on whether they need labels for their goods 
and other small items. If so, we write the advertiser and he 
sends them along; consequently, when ‘we go to see the man 
again he is glad to see us. The country dealer appreciates 
these little trifles, and the advertiser writes, expressing glad 
surprise that we are not merely a window trimming ma- 


‘chine. These are trite facts and we feel that the day has 


gone for men to go into a window and fail to get in contact 
with the merchant.” 





Ernest C. Brown, who for the past year has been display 
manager for Spoo & Son, men’s store, of Oshkosh, Wis., 
has purchased an interest in the A. C. Mees Display Service, 
of that city. This service has been in operation about three 
and one-half years, during which time Mr. Mees has done 
some remarkable work in backgrounds, local displays and 
card work, and also displays for the national advertiser. 
Mr. Brown has had a number of years’ experience in dis- 
play work, mostly as a specialist in men’s wear. Through 
this combination, Mr. Mees expects to be able to give his 
clients even better service than in the past, and to personally 
devote more time and attention to national advertising. 





Eight permanent employees, five service cars, and personal 
supervision of all installations are among the reasons cited 
by Joseph B. Carey, display service, 28 Pearl Street, South, 
Albany, N. Y., for employment of his organization in window 
campaigns in eastern New York. This is the substance of 4 
promotional letter that he is circulating among national ad- 
vertisers. Further reasons are a long list of clients of known 
standing and good financial and business references. 


———==_ 
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Welcome, Display Men 
to the Onli-wa Booth 


Old friends, new friends, we'll see you at the 
convention . . . with a newer and finer group 
of designs in the 


| ONLI-WA DISPLAY FIXTURES 


If you’re looking for something refreshing 
EMEMBER to look and out of the ordinary give your attention 
always for the Onli-Wa to the modernistic bases Onli-Wa is now CATALOG-| 





trade-mark. .. the mark of | sponsoring. NO. 14 
Se Other designs are well worth your considera- free on request . . 
tion, too . ... see us, at any rate. We'll be it’$¢ a gold mine of 


glad to greet you. . information . . send 

. : for your copy 
ie “ae THE ONLI-WA FIXTURE CO. TODAY 
Reg. U. S. Pat. Of. Dept. D.W. St. Paul Avenue 
Dayton, Ohio 























Distributors of Stewart’s Artistic Wrought Iron Fixtures 
































W hy buy new Draperies 
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Members of the 
St. Louis Display Club 
Snapped at Their Dinner 
at the Hotel Claridge, 
March 19. 


—_ 

















COLUMBUS, OHIO 
Reported by James F. Brischo, Secretary 

The Columbus Club has been setting a rapid pace in the 
last few weeks, especially since preparing a program to run 
for a month ata time. On March 21, Edward Fraser, of the 
Union Co., who recently returned from a trip to the east, 
told our luncheon meeting of New York windows witnessed 
at that time. Paul Dewitt, of the Lazarus Co., discussed 
Dayton (Ohio) windows, and the club sent a letter of com- 
mendation to the Metropolitan Co. there. On March 28, the 
writer talked on furnishing displays, demonstrating how 
shirts and ties are handled. Mr. Edsell, of the Bond Cloth- 
ing Co., démonstrated correct methods of dressing a man’s 
suit form, and Miss Helen Carter, of the Lazarus. interior 
decorating department, talked on problems of home decora- 
tion. 

On April 4, a speaker from the Hoover Co. lectured on 
advertising and window trimming as used by his organiza- 
tion, and on April 11, Miss Helen Shephard, of the Lazarus 
Co. discussed correct assembling of women’s ready-to-wear 
and accessories. 

On April 18 the principal feature of our dinner meeting 
was a discussion of display and the display profession by 
Charles R. Rogers editor of the DISPLAY WORLD. Mr. 
Rogers dwelt on the commercial import of beauty and its 
relation to the window. 

A question box is on hand at each meeting to receive 
questions on places to purchase materials and methods to use 
in trimming. Meetings open promptly at noon and are ad- 
journed at one-thirty. A dispensation has been made to 
enlist helpers, dues being reduced for members of this group. 


Provision is being made for securing both local and outside 
speakers: and a fund is being raised to take care of inci- 
- dental expenses. The club officers intend to keep the club 
before the public by a series of public demonstrations oc- 
curring at monthly intervals. 


LOS ANGELES 
Reported by A. L. Haskin, Chairman 

The Display Group of the Los Angeles Advertising Club 
met at 1043 South Olive Street on April 26, in a monthly 
dinner meeting, which proved interesting. 

C. E. Tingey, display manager for the Eastern Outfittin 
Co., spoke on selection and arrangement of merchandise, and 
James M. Trout. a free lance commercial artist of recog- 
nized ability, discussed balance and line as applied to display. 
After the addresses came a period of open discussion, in 
which the members talked freely on the relative superiority 
of massed and unit display. 





GRAND RAPIDS MICH. 
Reported by R. E. Blanchard, Secretary 

Our club was organized in February, 1928, when Mr. 
Stensgaard visited this city, attending a dinner in his honor. 
Since that time our club has had three monthly meetings 
with an ever-increasing attendance. 

Officers were elected at the February meeting as follows: 
President, L. D. Slack; first vice-president, R. E. Haynes; 
second vice-president, T. Hondorp; third vice-president, R. 
Nichols; secretary, R. E. Blanchard; treasurer, J, Wiersma. 

Immediately there was a great amount of enthusiasm 
shown, so at the second meeting our attendance was twenty- 











Guests and O fficiais 
of the 
Central Illinois Display 
Men’s Association 
at the Convention Held 
at Peoria on 


April 5. 
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six. Out of these, three committees were appointed and the 
machine began to function. Since that time twenty-two men 
have paid dues and. two local celebrities have been our guests 
and speakers. 

One of the steps of progress we have accomplished in the 
educational department is the “Question Box.” This box is 
in charge of one member, who collects questions on paper 
of any member of the club who desires information pertaining 
to the craft. These questions are then allotted to members 
of the club and it becomes their duty to report truthfully and 
authentically on them at the following meeting. 

Our membership committee, now functioning 100 per cent, 
has a mailing list of seventy-five names, and the attendance 
at our May 7 meeting is hoped to touch the sixty mark. The 
meetings are held in the. Association of Commerce Building 
and the Y. M. C. A. and we are proud of our programs. 





SPOKANE, WASH. 
Reported by Victor E. Linden, Publicity Director 
.The regular monthly meeting of the Spokane Association 
of Display Men was held March 27, at which time the recently 
elected officers were installed. K. S. Bush, newly elected 


president, presided over a very interesting meeting, outlining | 


plans which should insure a most successful year for the 
Spokane Association. Bernard Pierson, our new secretary, 
owing to his varied experience with eastern clubs, has proven 
himself of valuable assistance to Mr. Bush in working out a 
program for the ensuing year. 

Committees have been chosen with a view of promoting 
active interest in the club on the part of every member in the 
organization; programs and entertainments have taken a new 
slant, the first of which will include a buffet luncheon and 
“hot dog” contest, to be held in the offices of the Spokane 
Display Service. 

A membership drive and a “dues reminder” committee 
are among the high spots in a campaign to swell the funds 
in the club treasury. Another move on the part of the new 
organization is the plan to have representatives sit in at 
meetings of the Chamber of Commerce and the Retail Trade 
Bureau. In general, the club is at present undergoing a sort 
of remodeling process. It could hardly be called a reorgani- 
zation, due to the fact that the Spokane Club still retains 
the original constitution issued to it by the I. A. D. M. and 
holds the distinction of being the first Pacific Coast club to 
be granted a charter in the International Association, How- 
ever, Spokane has always been active in association affairs 
and recently passed a unanimous vote to support the Inter- 
national Association 100 per cent, making the Pacific Coast 
Association affiliation optional to members of our club. 





NASHVILLE, TENN. 
Reported by A. P. Moore, Secretary 

Our club was reorganized some three months ago and the 
membership has grown to eighteen members to date. At 
present we have a very interesting luncheon meeting every 
month besides our regular meetings. At our last meeting 
we were treated to a demonstration on silk draping by John 
Dubuisson, of the Cain-Sloan Co., and a very good illustrated 
lecture on show cards by John Baugh, of the Castner-Knott 
Company. 

At our meeting next month we are to have a club-wide 
contest in display card writing, when Mr. Bennett will demon- 
strate a formal men’s wear trim and the club members will 
compete on the cards for this trim. We are expecting to 
start things booming right after convention and vacation time. 





NEW YORK METROPOLITAN CLUB 

Reported by V. W. Sebastian, Publicity Director 
Judging from the interest and enthusiasm displayed at 
their recent meeting, the New York boys have their hat 
‘ignaily in the ring to capture the 1929 I. A. D. M. conven- 
tion, a stellar-honor which they have not enjoyed since the 
meeting held at the Hotel Waldorf-Astoria in 1915. Fourteen 
years is a long time to wait, but we feel the moment has 
tome. On Monday, May 7, the Metropolitan Display Men’s 
Club held its regular monthly meeting at the Maxwell Dis- 
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and Mailing List Catalog 


Gives counts and prices on over 8.000 
different lines of business. No matter 
what your business, in this book you 
will find the number of your prospec- 
tive customers listed. : 
Valuable information is also given as to 
how you can use the mails to secure 
orders and inquiries for your products 
or services. 


Write for Your FREE Copy 
R. L. POLK & CO., Detroit, Mich. 
Largest City Directory Publishers in the World 
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Display Fixture Co. 
209 West 37th Street, New York City 


INTRODUCES 
Latest Creations 


NEVER SHOWN BEFORE 
at I. A. D. M., Booth 75, June 11-14 


Toronto, Can. 
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Cardwriters’ Supplies 
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Read the 
132-PAGED 


May Issue of 


SIGNS 


OF THE TIMES 


‘THE NATIONAL JOURNAL OF DISPLAY ADVERTISING 


A Few of the Many Editorial 
Features for May: 


Attraction Through Size and Color. By Lee B. 
Ryan. 

Men Satisfied to “Get By” Crowd Art Field. 
By L. G. McDamiel. 

John Vassos Illustrates the Abstract. By R.E. 
Brenner. 

Ideas Most Important in Art Work. By Stan- 
ley B. Buckhout. 

Pens Make Many Styles Possible. By E. 
Thomas Kelley. 

Card Writers-Should Have “Hell Pot.” By 
H. C. Martin. 

Certainty of Strokes Makes Clean Letters. By 
Stanley Kraut. 

London Signists Honor H. Pearce. By Edward 
N. Goldsman. 

Joe Sneed Gets Transom Job. By H. F. 
V oorhees. 

Sign Men Need Feeling of Oneness. By 
Wayne Goble. 

Commendable Progress Made on Sign Craft 
Convention. 

New York Craft Celebrates Twenty-fifth 
Anniversary. 

Bridgeport Sign Men Busy. By Jos. G. 
Richard. 

Plans Prepared for Big Exhibit at Sign Craft 
Convention. 

Progressive Signicians—L. G. de Tonnancour. 

Lacquer Process Wins Favor With Sign Pro- 
ducers. 


SIGNS OF THE TIMES, Cincinnati, Ohio 


Publishers of the Famous Gordon Book on 
Show Cards, the Halsted Book on Ornament 
and Design, and Other Art and Lettering Books 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, O. May, 1928 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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play Center, 1440 Broadway, New York City, preceded by a 
get-together dinner at the dining rooms of the Hotel Kep. 
more, Fifth Avenue and Thirty-first Street, New York City, 

James W. Young, chairman of the convention committee 
of the Merchants’ Association of New York City, presented 
an excellent address, in which he offered the complete facili. 
ties and cooperation of their organization in promoting the 
proposed convention for 1929. Many splendid exhibition 
halls, such as the Grand Central Palace, Madison Square 
Garden and the premier hotels, have been offered to hold 
this event. 

President Jerome Jaffrey expressed his strong interest to 
hold this convention here and is ably supported by our re. 
cording secretary and treasurer, J. Graham Waters. The lat- 
ter promises to enlist the full support of the New York and 
Brooklyn Chamber of Commerce, the Rotary, Lions, Kiwanis, 
Exchange and other community clubs in addition to that of 
the display managers, leading merchants and the display 
fixture manufacturers. 

Final arrangements were completed for the transportation 
of the delegates and members to the Toronto convention of 
the I. A. D. M., June 11 to 14. A record-breaking number js 


_ expected to make the journey to this momentous gathering. 





SEATTLE, WASH. 


Reported by Edward E. Mulliner, Secretary 
Indeed, the most inspiring and helpful meeting which the 
Seattle Display Men’s Club has had for many months was 
that conducted by Clark Baker, of the National Lamp Works, 
Oakland, Calif., on correct color lighting in the show window. 
This semi-monthly meeting, April 11, mustered the finest 


attendance we have been able to boast of for a long time. 


Mr. Baker (after a most palatable baked ham dinner) started 
immediately, giving us first a chart talk on the structure of 


‘ the eye and the projection of color combinations on the 


retina of that instrument of vision. From this phase he went 
into a study of the spectrum and harmony of color. 

After he had dispensed with this basic information he 
set up his miniature window and displayed several colored 
fabrics herein. He gave us various lighting effects and 
stressed intensity of light as of immeasurable value, due to 
the increased drawing power of high candle intensity. Also 
he illustrated the possibility of giving false color impressions 
to the customer passing the show window by improper light- 
ing. And then he contrasted these with truthful, interest- 
drawing display by use of correct lighting arrangements. 

He next showed us by having equal intensity of light all 
around the window (top, foot, and both sides) ghastly 
shadows may be cast, giving displayed objects repellant gro- 
tesqueness. And, by way of contrast, proper lighting, with 
double the intensity from above, than from the footlights, 
giving pleasing shadow effects. 

Of course, we might go much into detail, but there is 
enough food for thought in what has been already reviewed. 
We all have our troubles of getting the best display effects 
from our window lights, and it is, indeed, an enlightenment 
to have such an authority as Clark Baker work out some 
of these problems for us. 

William Lewis has left the MacDougall-Southwick store 
to go ino a display service with Mr. Groves, who already 1 
well established. These two display enthusiasts expect to 
develop along fonr lines—art backgrounds, small window 
construction, national advertising construction, and small 
fixture rentals. 

We are sorry that two club member$ are seriously ill. 
Bert Bayliss, of the Standard Furniture Co., has been in the 
hospital in Victoria, B. C., for several months, and c.¢ 
McCullough, of the Bon Marche, has undergone several ope! 
ations in a Seattle hospital. 

PORTLAND, ME. 
Reported by Olave Ralph, Publicity Director 

Seeking a change of atmosphere and something to create 
enthusiasm, the Portland Display Men’s Club accepted an 1- 
vitation from Mr. Neville, president of Neville’s School of 
Applied Arts, to hold their meeting in his studio. Here we 
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found the walls covered with the works of art students, and 
in a side room a dozen or more students busily engaged in 
he manufacture of show cards. There were built-in windows 
where demonstrations of displays could be made, and there 
were fixtures for the displays. The radio was hastily in- 
stalled, and Mr. LaPorte, one of the art students, and Miss 
McGinnis, his dancing partner, gave an exhibition dance with 
some brand-new steps and a lot of kick to it. 

This served as an inspiration and the fellows discussed 
plans to build up our membership and attendance. As an 
inceritive to better displays, the club offers a five dollar cash 
prize every five months to the club member giving the best 
demonstration of display. They are to be judged on the 
following points: Sales appeal, 35; attention value, 20; orig- 
inality, 20; handling merchandise, 10; card, 5; educational 
valuc, 5; color harmony, 5. We can’t all win the five dollar 
prize, but we are hoping to be in Vancouver, B. C., September 
27-25, of this year. 





BATTLE CREEK, MICH. 
Reported by R. A. Minear, Secretary 

Our club meeting, Friday night, April 27, proved very in- 
teresting, and the attendance was 100 per cent. The study of 
show cards was taken up by the club, as a whole, each mem- 
ber submitting cards that he had made. Color and layout 
discussion proved very educational and interesting. Another 
very educational feature was a motion picure showing how 
dishes and pottery are made. Six new members were taken 
into the club, which brings the total membership up to 
twenty-three. We will be given a talk by a color expert at 
our next meeting, Friday night, May 11. 





DAYTON, OHIO 
Reported by Everett Quintrell, President 


At a recent meeting of the displaymen we had with us 
Charles Reiling, who is chairman of the Noon Tide Club of 
the K. of C., and also on the committee of the Good Samari- 
tan Hospital campaign for a new $1,000,000 hospital. Mr. 
Reiling explained the need for a new hospital in Dayton and 
asked for the cooperation of the displaymen. 

We also had a Miss Rosenthal, who is also on the com- 
mittee for the Good Samaritan Hospital drive, and she gave 
an interesting talk. 

The displaymen pledged their support 100 per cent in 
helping to put this drive across. Every merchant in the city, 
as well as banks and other institutions, cooperated by having 
a special display. Special hospital equipment was secured 
from Cincinnati to make the windows more attractive. These 
windows were to be in for one week, beginning April 18. 





INDIANAPOLIS 
Reported by Roy L. Frazier, Secretary 


Our club recently pulled a big stunt chartering a bus for 
atrip to Terre Haute, where we were the guests of the Terre 
Haute club men. About forty-five men turned out for the 
expedition and what a joyous trip it proved to be. The Terre 
Haute bunch had prepared a splendid program consisting of 
two four-round boxing matches, songs and dances by local 
radio stars, and a live model draping exhibition by R. H. 
Brennan, of the A. Herz, Inc., store and his assistants. Re- 
freshments consisted of punch, sandwiches and coffee. 
Seventy-five men were present and the atmosphere was dis- 
tinctly hot socially. It is our opinion that events like this 
are splendid stimuli towards state-wide organization. 

We have chosen new officers for the ensuing years and 
the roster now shows: President, John R. Patton, display 
manager, L. Ayres & Co.; first vice-president, Thomas Wil- 
cox Selig’s; second vice-president, Joseph Nash, H. P. Was- 
son Co.; third vice president, Herschel Wheeler, Pettis Dry 
Goods Co., and the writer as secretary and treasurer. 





KANSAS CITY, MO. 
Reported by Harry Garfinkel, Chairman of Publicity 
Among the high lights of our recent activities was our 
“Spring Frolic,” held April 24. The advance sale of tickets 
“went over. big.” 


was splendid and the celebration 
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WINDOWS 


With Maharam Fabrics 


These attractive drapes, made in our 
own mills, are unusually beautiful and 
distintively original in design. Send 
for samples to “The House of Service.” 


MAHARAM TEXTILE CO. 


107 W. 48th St., New York City Bryant 2511-2 
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VALANCES 


Mounted on Process Board 


S. GOLDBERG MFG. CO. 
347 Fifth Ave.,New York S.W.Cor. Sixth and Arch St., Philadelphia, Pa. 









By mail. Easy, scien- 
tific, thorough course. 
Earn $1.00 to $2.00 an 
hour in spare time. 
Learn while you earn. 
Wylie earned over $1,000.00 in prizes. Miller made. 
cards after the fourth lesson. Anyone can learn by 
Botts Method. 25 leading card writers are contribu- 
tors. Some are: Arthur B. Smith, Ray Darlin, 
A. B. Smith, Leo B. Pence, T. J. Schauweker. 
Others next month. 


BOTTS COLLEGE, Botts Bldg., Guthrie, Okla. 
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Our Free Catalog No. 24 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 





Advertisers --- Manufacturers, Etc. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 


“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E. 13TH STREET NEW YORK CITY 








LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 
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Cheese - Ice Cream 4 Meat 





Not a Scientific Menu --- 
But an Appetizing Display 


A new opportunity has been created for the effective | 
display of food products, preventing the loss of spoil- 
age that heretofore has made it difficult to display them. 





Our reproductions are so lifelike and realistic that | 
they can hardly be identified as imitations. A new 
patented process makes these displays possible. In- 
vestigate now this new method of food display which is 
at the same time economical, attractive, sanitary, dur- 
able, but, most of all, sales-producing. 


Manufacturers also of plastic displays of every de- 
scription. 


REPRODUCTIONS CORPORATION 


46 CORNHILL, BOSTON, MASS. 



































Here is just what you have been 
looking for in a window display. 
A display that is attractive, at- 
tention getting, economical and 
exclusive. CHARACTER ADS 
will give you the best publicity 
in town. A Character delivers 
the SALES TALK. It moves 
the mouth as if speaking, rolls 
the eyes with that sparkle of 
good cheer, and moves the arch- 
ing eyebrows originally. 

The head moves backward, forward 
and sideways, and the whole effect 
is that of a miniature human being. 
It is combined with a book whose 
pages are turned at regular intervals. 


A character ad will push your PROF- 
ITABLE ITEMS. It is exclusive. 


CHARACTER DISPLAY CO. 


3249 N. Herndon Street Chicago, Ill. 











Distinctive 
Display Frames 


Beautifully Finished in 
GREEN and GOLD DUCO 


Harmonious in any window and 
will put your sales - message 
across. Celluloid may be inserted 
together with standard 7xil inter- 
changeable cards. $1.50 ea.; lots 
of 3, $1.25 ea.; lots of 12, $1.00 ea. 


H. A. SOLTER, 418 Boston Block, Minneapolis, Minn. 
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. BIRMINGHAM, ALA. 
Reported by Eugene S. Cowgill, Publicity Director 

Since Birmingham notes have not appeared frequently of 
late because of the writer’s difficulty in finding time to send 
them through, it may be advisable to go back a few weeks 
to show some of the things that we have been doing. 

The Birmingham Association of Display Men just recently 
moved into their new club rooms at 1908 Fourth Avenue, 
North. The occasion was celebrated by a lecture on “Prop- 
erly Lighted Show Windows” by W. C. Allen, of the Bir- 
mingham Electric Co., who furnished the full equipment 
for the model show windows that the club enjoys, and Mr. 
Allen was assisted by H. O. Boukard, of the Curtiss Light- 
ing Co., Memphis, Tenn. Some very important facts were 
brought out by these men and they were truly educational 
features which everyone present greatly appreciated. The 
model window which the Birmingham Club has is twelve 
feet long, ten feet high and six feet deep. It is equipped 
with two rows of overhead lights. One row carries twelve 
200-watt reflectors, the other twelve 150-watt reflectors: all 
of these are on twelve-inch centers. In addition to this, two 
500-watt flood lights are used in this window. The bright- 
ness can well be imagined, using this amount of illumina- 
tion. Another thing and a feature of this equipment, is the 
fact that the lighting, or rather the wiring, has been placed 
on three separate switches, this for use in demonstrating what 
increased wattage will do for a show window. 

We have two very nice show windows, which are draped 
nicely with plaited hangings on the background and in the 
windows; or rather, in one of the windows is displayed an 
emblem of the International, in the other a very nice show 
card tells the public that this is the meeting place of the Bir- 
mingham Club and their meeting nights with an invitation 
for anyone interested to join us. Also, the officers of the club 
‘are given with their ‘phone numbers for those to call that 
want more information. All of this has not cost the local 
club one penny, due to the untiring efforts of several of the 
members. The lumber for the window was all donated by 
several lumber companies of the city, and, as before stated, 
the lighting was furnished by the Birmingham Electric Co. 
Incidentally, if this work alone would have been paid for, it 
would have cost at wholesale price, exactly $206.45. 

At one of the following meeitngs, Jack Claudis, poster 
aritst of one of the local theatres, gave a very interesting 
talk on how he makes posters for his theatre. 

Miss Myrtle Burgess, star of the “Love Beat,” the Bir- 
mingham written and acted movie, sponsored by the Bir- 
mingham Post and the Alabama Theatre, appeared as the 
model in a unique skit, termed “Something Different in 
Shirts.” The four steps necessary to make a sale through 
display were brought out in the demonstration. 

Following this a special demonstration was made, using 
a live model in a shirt display. This was put on by the 
president of the club and created quite a little comment 
among the members. One out-of-town guest was present at 
this meeting in the person of Karl L. B. Roth, of Findlay, 
Ohio. Mr. Roth gave a very interesting talk to the men of 
the process of making fabrics and their quality, etc., and 
also how to determine sunfast colors. Mr. Roth was also 
made an honorary member of the Birmingham Club. 





Quality Imparted by Planning 


(Continued from page 80) 
ing is blue-black (blue-black is dark blue with a little black 
added to it). The small lettering is black, and I have used 
orange for the double border. 

The “Spring Opening Sale” card is light green. Here 
we can use the same color suggestion as was used on the 
“Chemise” card. You will notice that the bottom of one 
card and the sides of the other are similar. 

“Books” is a white card lettered wholly in black. The 
ribbon effect that runs back of the lettering is light green. 
The rules on both sides of the card and the bars above and 
below the lettering can be worked in a flesh color and light 
green. 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
Becker Sign Supply Co., Baltimore and Front 
Sts. Baltimore, . . 
Bert L. Daily, 124 East 3rd St., Dayton, Ohio. 
Paasche ae asi Co., 1909 Diversey Parkway, 
icago, 4 
joseph Mayer & Co., 25 E. 14th St., New York 
Thayer & Caan 913 W. Van Buren St., Chi- 
ago, Ill. E 
Poa oh Watson Co., 164 W. Lake St., Chicago. 
Wold Air Brush Mfg. Co., 2173 N. Cal. Ave., 
Chicago, 111. 
AIR BRUSH STENCILS © : 
Bert L. Daily, 126 E. Third St.. Dayton, Ohio. 
AIR COMPRESSORS 
Paasche Air Brush Co., 19099 Diversey Parkway, 


Chicago, Ill. 

AIR CLEANERS 
Paasche Air Brush Co., 1909 Diversey Parkway, 
Chicago, Ill. 
Simon’s Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. . 

ANIMATED DISPLAYS—SPECIAL 

F. §. Herman, 7223-5 State Ro., Tacony, Phila- 
delphia, Pa. 

ART FABRICS 
DAZIANS, Inc., 142 W. 44th St. New York. 
§. M. Hexter & Co., 2212 Superior Ave., Cleve- 
land, Ohio. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 
Hy-Sil Mfg. Co., Revere, Mass. 
Mendelsohn’s Textile Corp., 156 W. 45th. St.. 
New York City. - ’ 


ART PANELS 
paereons Company, 651 S. Wells St., Chi- 
cago, Ill. 
Feryman Art Studios, 36 W. 33rd St., New 
York City. 
Artoo Advertising, Inc., 1708 Ludlow St., Phila- 
delphia, Pa. 
J. Hartwig Co., 26 Pellington Place, Brooklyn 
Hydol Plush Mfg. Co.. 36 E. 21st New York 
Ivel Displays, Inc., 244 W. 49th St., New York 
Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 
Schack Artificial Flower Co., 134 N. Robey St., 
Chicago, Ill. 
ART NOVELTIES 
Beauticraft Import Co., 23 E. 14th St., New York 
$C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
PJ. Osborne, Inc., Holland, Mich. ° 
International Clearing House, 303 Fifth Ave., 
New York City. 
gong Me Mfg. Co., 1035 Orleans St., Chi- 
cago, A 
lillincar & Stran, Inc., 944 S. Flower St., Los 
Angeles, Calif, 


ART PRINTS 
P.J. Osborne, Inc., Holland, Mich. 
United States Printing & Litho. Co., 93 N. 
Third St., Brooklyn, N. Y. 


ARTIFICIAL FLOWERS 
Adler-Jones Co., 649 S. Wells St., Chicago, Ill. 
Aiken Decorative Co., Bloomfield. Ind. 
Botanical Decorating Co., 319 W. Van Buren 
St, Chicago, Ill. 
Cleveland Artificial Flower Co., 1344 Prospect 
Ave, Cleveland, Ohio. 
Display | Novelty Co., 5401 W. Lake St., Chi- 
g0, - 
§ C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
ave Hamburger, 122 Fifth Ave., New York 
} Hartwig Co., 26 Pellington Place; Brooklyn, 
pulsizer, Ine., 214 Grand Ave., Des Moines, Ia. 
ert A. Landers, Inc., 823 S. Los Angeles St., 
Los Angeles, Calif. ; 
qapwitz & Dave, 118 W. Broadway, New 
r : ity 
wing & Co., 227 W. Austin Ave., Chi- 
cil'p Roman, 102 W. 45th St., New York City. 
cas Artieaen Flower Co., 134 No. Robey St., 
ago, > 
{ Schneider, 6 Second St., New York City. 
a Artificial Flower Co., 250 W. 47th St., 
New York City. 
D ARTIFICIAL FLOWERS—FEATHER 
‘Witt Sisters, Battle Creek, Mich. 


— 


ARTIFICIAL PLANTS | 
Adler-Jones Co., 651 S. Wells St., Chicago, II]. 
Artistic Plant Preserving Co., 2125 Bush St., 

San Francisco, Calif. 
Decorative Display Co., 19 W. 36th St., New 
York City. 
Ove Gnath Co., 510 Indiana Ave., La Porte, Ind. 
J. Hartwig Co., 26 Pellington Place, Brooklyn, 
Kervan Co, 119 W. 28th St., New York City. 
Philip Roman, 102 W. 45th St., New York City. 
L. Schneider, 6 Second St., New York City. 
Select Artificial Flower Co., 250 W. 47th St., 
New York City. 

ARTIFICIAL SNOW : 

Bert L. Dailey, 126 E. Third St., Dayton, Ohio. 
AUTOMATIC WINDOW PROJECTORS 
Bausch & Lomb Optical Co., 635 St. Paul St., 

Rochester, N. Y. 

BACKGROUND COVERINGS. 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
American Tissue Mills, Holyoke, Mass. 
Botanical Decorating Co., 319-27 W. Van Buren 

St.. Chicago, I]. 
DAZIANS, Inc., 142 W. 44th St., New York. 
Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 
BACKGROUND REFINISHING ; 
Posenger Studio. 106 Klee Court, Dayton, Ohio 
BACKGROUND SETTINGS f 
Adler-Jones Co., 651 S. Wells St., Chicago. Tli. 
Artco Advertising, Inc., 1708 Ludlow St., Phila- 
delphia, Pa. 

Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Ill F 

Craft Studios Co., New London, Ohio. 

Gaylor-Nelson Studios, 219 E. 5ist St., New 
York City. , 

Good-Art Polycraft Studios, Inc., 3152 Reading 
Rd., Cincinnati, Ohio. 

Ivel Displays, Inc., 244 W. 49th St., New York 

Kinnear Aricrafts. 61 W. 15th St., New York 

Knickerbocker Display Studios, 253 W. 47th St., 
New York City. - 

Le Nore Studios, 8 W. 19th St., New York City. 

MacLeod Studios, 306 E. 26th St., New York 

MacWin. 1607 Broadway, New York City. 

Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 

Neumann Display Service, 124 W. 18th St., New 
York City. 

Schack Artificial Flower Co., 134 N. Roby St., 
Chicago, II]. 

The Oscar Onken Co., Fourth and: Cutter Sts., 
Cincinnati, Ohio. 

BACKGROUND PAINTINGS 
Adler-Jones Co., 651 S. Wells St.. Chicago, Il. 
Bodine-Spanjer-Janes Co., 1160 Chatham Court, 

Chicago, II]. 
Craft Studios Co., New London, Ohio. 
Good-Art Polycraft Studios, 3152 Reading Rd.. 
Cincinnati, Ohio. 
Ivel Displays, 244 W. 49th St., New York City. 
Kinnear Artcrafts, 61 W. 15th St., New York 
Martin Jenter Artcrafts, Mt. Vernon, N. Y. 
Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 
Rug-Nn Corp., 231 N. Wells St., Chicago, III. 
Schneider Studios, Inc., 127 W. 47th St., New 
York City. 

BACKGROUND PANELS 
Adler-Jones Co, 651 S. Wells St., Chicago, Tll. 
Artco Advertising, Inc., 1708 Ludlow St., Phila- 

delphia, Pa. i 
The Art Guild, 250 W. 54th St., New York City. 
Bodine-Spanjer-Janes Co., 1160 Chatham Court, 
Chicago, Il, 
oy -~ aaa 408 Stockton St., San Francisco, 
alif. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Ferryman Art Studio, 36 W. 33rd St., New York 
Gaylor-Nelson Studios, 219 E. Sist St., New 
York City. 
Good-Art Polycraft Studios, 3152 Reading Rd., 
Cincinnati, Ohio. 
— Plush Mfg. Co., 36 E. 21st St., New York 
ity. 
International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 
Ivel Displays, Inc., 244 W. 49th St., New York 


Posenger Studio, 106 Klee Court, Dayton, Ohio. 
Show Window Equipment Co., 80 noylston St., 
Boston, Mass. 
BACKGROUNDS—PERMANENT 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
The Decocraft Co., 106 E. 19th St., New York 


City. 

Klee Display Fixture Co., Inc., 172 Atlantic 
Ave., Rochester, N. Y. 

Posenger Studio, 106 Klee Court, Dayton, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
BACKGROUND SCREENS 
Adler-Jones Co., 651 S. Wells St., Chicago, Il. 
Anglo Display Fixture Co., 209 W. 37th St., 
New York City. 

Artco Advertising, 1708-14 Ludlow St., 
Philadelphia, Pa. 

David A. Coleman Co., 110 Locust St., St. Louis, 

The Decocraft Co., 106 E. 19th St., New York 

The Display Novelty Co., 5401 W. Lake St., 
Chicago. II]. 

Ferryman Art Studio, 36 W. 33rd St., New York 

The Gaylor-Nelson Studios, 218-222 W. 34th St., 
New York City. 

Good-Art Polycraft Studios, 3152 Reading Rd., 
Cincinnati, Ohio. 

International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 

Ivel Displays, Inc., 244 W. 49th St., New York 

Kinnear Artcrafts, 61 W. 15th St., New York 

Le Nore Studios, 8 W. 19th St., New York City. 

MacLeod Studios, 306 E. 26th St., New York 

Multiplex Display Fixture Co., 918 N. Tenth 
St., St. Louis, Mo. 

Regent Specialties, Inc., 268 Lyell Ave., Roches- 
ter, . 

Roman Art Screen Co., Inc., 414 Madison Ave., 
New York City. 

Schneider Studios, Inc., 127 W. 47th St., New 
York City. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

BANNERS AND BUNTING 
Annin & Co., 85 Fifth Ave., New York City. 
Cleveland Artificial Flower Co., 1744 Prospect 

Ave., Cleveland, Ohio. 
Weeks-Howe-Emerson Co., 90 Market St., San 
Francisco, Calif. 
BOLTING CLOTH 
Becker Sign Supply Co., 314 N. Eutaw St., Bal- 
timore, Md. ; 
Bert-L. Datty, 124 E. 3rd St., Dayton, O. 
Joseph Mayer & Co., 25 E. 14th St., New York 
Naz-Dar Co., 3011 Montrose Ave.. Chicago. Tl. 
Studio Art Supply Co., 13 N. 13th St., Phila- 
delphia, Pa. 


BOOTHS 
Art Guild, 250 W. 54th St., New York City. 
Ivel Displays, Inc., 244 W. 49th St., New York 
Knickerbocker Display Studios, 253 W. 47th St., 
New York City. 
BRASS RAILS 
Brasco Mfg. Co., 5025 Wabash Ave., Chicago, Il. 
Detroit Rack Co., 2536 14th Ave., Detroit, Mich. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

MeCoy Bronze Co., 5861 Forsyth Ave., Detroit, 
Newman Mfg. Co., 416 Elm St.. Cincinnati, Ohio. 
CARD HOLDERS 
The Art Products Mfg. Co., Inc., fourth floor, 

Lafayette Bldg., Detroit, Mich. 
David B. Chambers, 41 W. 35th St., New York 
Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 
Detroit Rack Co., 2436 14th Ave., Detroit, Mich. 
Bert L. Daily, 126 E. Third St., Dayton, Ohio. 
L. A. Darling Mfg. Co., Inc., Bronson, Mich. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Fleece Bros. Co., 105 Hernando St., Memphis, 
Tenn. 
L. F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown, Pa. 
D. J. Heagany Mfg. Co., 1121 W. Washington 
Blvd., Chicago. Ill. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
National Display Card Co., Inc., 124 W. 18th 
St., New York City. 


Inc., 








(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns.) 
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Newman Mfg. Co., 416 Elm St., Cincinnati,Ohio. 
M. D. Pollinger, 416 Victoria Bldg., St. Louis, 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
Stewart Iron Works, Inc., 18th and Madison 
Sts., Covington, Ky. 
J. B. Timberlake & Sons, Jackson, Mich. 
CARD BOARD 
Becker Sign Supply Co., 314 N. Eutaw St., Bal- 
timore, Md. 
Dick Blick Co., Galesburg, III. 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, III. 
Bert L. Daily, 126 E. Third St., Dayton, Ohio. 
Hurlock Bros. Co., Inc., 3436 Market St., Phila- 
delphia, Pa. 
Joseph Mayer & Co., 25 E. 14th St., New York 
National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, II]. 
Progressive Die Cuting Co.,Inc., 135 W. 17th St., 
New York City. 
CARNIVAL DECORATIONS 
Annin & Co., 85 Fifth Ave., New York City. 
American Merri Lei Corp., 24 E. 22nd St., New 
York City. 
Cleveland Artificial Flower Co., 1344 Prospect 
Ave., Cleveland, Ohio. 
Decorative Gelatine Co., P. O. Box 316, Seattle, 
~HY-SIL MFG. CO., Revere, Mass. 
Old King Cole, Inc., Canton, Ohio. 
Schack Artificial Flower Co., 134 N. Robey St., 
Chicago, IIl. 
CHARACTER WAX FIGURES 
Brager Bros., 498 Seventh Ave., New York. 
Decalcomanie Transfer Ornaments Co., Inc., 298 
Fifth Ave., New York City. 
J. H. Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 
International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Cal. 
Milwaukee Form & Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 
J._R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 
Schenker Figures, Inc., 29 W. 36th St., New 
York City. 
Trutulife Wax Products Co., 29 Erie St., Mil- 
waukee, Wis. 
COLOR MATCHING LAMPS 
J. _R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
Silvray Co., 55 W. 16th St., New York City. 
Sun-Ray Lighting Products, Inc., 119 Lafayette 
St., New York City. 
: COLOR SCREENS 
American Colortype Co., 1151 Roscoe St., Chi- 
cago, IIl. 
Frederick A. Bohling, 502 W. 44th St., New 
York City. 
Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago. III. 
Decorative Gelatine Co., P. O. Box 316, Seattle, 
Wash. 
Samuel C. Dutch & Son, 733 Main St., Buffalo, 
Gelatine Products Co., 27 Sixth Ave., Brookln, 
Laco-Phillips Co.. 131 Hudson St.. New York 
MARSENE TRANSPARENT PAPER CORP., 
1926 W. 10th Ave., Gary, Ind. 
Pittsburgh Reflector Co., 304 Ross St., Pitts- 
burgh, Pa. 
Reflector & Illuminating Co., 1401 
Blvd., Chicago, Il. 
Roman Art Screen Co., Inc., 414 Madison Ave., 
New York City. 
Rosco Laboratories, 131 Third Place, Brooklyn, 
Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
Sun-Ray Lighting Products, Inc., 119 Lafayette 
St., New York City. 

J. B. Timberlake & Sons. Jackson. Mich. 
COLORED SHEET GELATINE 
Central Import Co., 1656 S. Central Park Ave., 

Chicago. Ill. 
COMPLETE DECORATIONS—STORE AND 
WINDOW 


The Adler-Jones Co., 651 S. Wells, St., Chi- 
cago, Ill. 
COMPOSITION BOARD 
Cornell Wood ‘Products Co., 190 N. State St., 
Chicago, Ill. 
Plastergon Wall Board Co., 196 Philadelphia 
Ave., Buffalo, N. Y. 
U. S. Gypsum Co.. 205 W. Monroe St., Chicago, 
COUNTER DISPLAYS 
Action Advertising Displays, Inc., 233 W. 42nd 
St., New York City. 
Advertisers Sign & Display Co., 1400 Broadway, 
Display Co., 


New York City. 

Advertising Metal 1001-1011 W. 
Washington Blvd., Chicago, III. 

American Sculpture Co., 20 E. 42nd St., New 
York City. , 

Art Products Corp., 530 Brady, Davenport, Ia. 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

David A. Coleman Co., 110 Locust St., St. Louis, 

Conwell Graphic Co., Inc., 461 Eighth Ave., New 
York City. 


Jackson 


Davis Metal Fixture Co., P. O. Box 213, Lan- 
sing, Mich. 

Einson-Freeman Co., Inc., 511 E. 72nd St., New 
York City. 

General Display Case Co., Inc., 57-63 Greene 
St., New York City. 

WM. A. HOWE CO., 2630 Payne Ave., Cleve- 
land, Ohio. Ps 
L. F. Grammes & Sons, Inc., Jordan & Union 

Sts., Allentown, Pa. 
Ivel Displays, Inc., 244 W. 49th St., New York 
Cit 


y. 
Kalasign Co. of America, Kalamazoo, Mich. 
Karle Lithographic Co., 444 Central Ave., Ro- 
chester, N. Y. . 
Kaufmann & Strauss Co., Inc., Bush Terminal 
Bidg., No. 19, Brooklyn, N. Y. é 
Kraus Mfg. Co., 30 W. 33rd_St., New York City. 
Lake Lithograph Co., 2530 Superior Ave., Cleve- 
land, Ohio. : 
Lane Bros., Inc., 2941 W. Lake St., Chicago,III. 
Lutz & Sheinkman, 2 Duane St., New York City. 
Marketing & Adv. Supplies Co., 905 Marshall 
B'dg., Cleveland, Ohio. : 
Multichrome Art Adv. Displays, 634 W. Main 
St., Madison, Wis. . 
Munro & Harford Co., 460 W. 34th St., New 
York City. 
Old King Cole, Canton, Ohio. 
The Oscar Onken Co., Fourth and Cutter Sts., 


Cincinnati, Ohio. 
119 N. Washington St., 


Peoria Display Co., 
Peoria, Ill. 

Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 

Regent Specialties, Inc., 268 Lyell Ave., Roches- 
ter, N. Y. 

Rich-Craft Studios, Inc., 234 E. Second St., 
Jamestown, N. Y. 

Salzer & Co., Inc., 460 W. 34th St., New York 

Seaboard Litho. Co., 350 Broadway, New York 
City. 

Schaeffer-Ross Co., Inc., 84 North St., Roches- 
ter) “N.Y. 

E. A. Shank Sign Co., 25 W. 43rd St., New York 

Tablet & Ticket Co., 1021 W. Adams St., Chi- 
cago, Ill. 

J. B: Timberlake & Sons,,Jasckson. Mich. 

United States Printing & Litho. Co., Norwood, 
Ohio. 

Upham Sales Service Co., 170 Summer St., Bos- 


ton, Mass. 
CREPE PAPER 

American Tissue Mills, 12 Crescent St., Hol- 
yoke, Mass. 

Papyrus Co., Kenilworth, N. J. 

Reyburn Mfg. Ca., 32nd and Allegheny Ave., 
Philadelphia, Pa. 

Tuttle Press Co., Appleton, Wis. 


CUTAWL 

The International Register Co., 13 S. Throop 
St., Chicago, III. ; 

CUT-OUTS 

Advertisers Art Sculpture Works, 1165 Broad- 
way, New York City. 

Anglo Display Fixture Co., 209 W. 37th St., New 
York City. 
Art Guild, 250 W. 54th St., New York City. 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. : 
David A. Coleman Co., 110 Locust St. St. Louis, 
Conwell Graphic Co., Inc., 461 Eighth Ave., 
New York City. 

Craft Studios Co., Third National Bank Bldg., 
New London, Ohio. 

Displaycraft Studio, 804 Ninth Ave., New York 

Edwards & Deutsch Litho. Co., 2320-36 S. Wash- 
ington Ave., Chicago, IIl. 

Einson-Freeman Co., Inc., 511 E. 72nd St., New 
York City. 

Ferryman Art Studio, 36 W. 33rd St., New York 

Gaylor-Nelson Studios, 218-222 W. 34th St., New 
York City. 

WM. A. HOWE CO., 2630 Payne Ave., Cleve- 
land, Ohio. 

Ivel Displays, Inc., 244 W. 49th St.. New York 

Karle Lithographic Co., 444 Central Ave., Ro- 
chester, N. Y. 

Marketing & Adv. Supplies Co., 905 Marshall 
Bldg., Cleveland, Ohio. : 

The Meyercord Co., 120 S. LaSalle, Chicago, Ill. 

Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 

Munro & Harford Co., 460 W. 34th St., New 
York City. 

Neumann Display Service, Inc., 124 W. 18th St., 
New York City. 

Philip Litho. Co., 458 Fourth St., Milwaukee, 

Potomac Mfg. Co., 314-16 S. Tenth St., Phila- 
delphia, Pa. 

Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 

Schaeffer-Ross Co., Inc., 84 North St., Roches- 
ter, N. Y. : 

een Litho. Co., 350 Broadway, New York 

ity. 

United States Printing & Litho. Co., 93 N. 

Third St., Brooklyn, N. Y. 
DECALCOMANIA 

Advertisers Sign & Display Co., 1400 Broadway, 

New York City. 





Decalcomania Transfer Ornaments Co., Inc,, 4 
Fifth Ave., New York City. 

Joseph Mayer & Co., 25 E. 14th St., New Yor 

Meyercord Co., 120 S. LaSalle St., Chicago, Ij}, 


DECORATIVE PAPERS 
American Tissue Mills, 12 Crescent St., Hol. 
yoke, Mass. 
Decalcomania Transfer Ornaments Co., Inc., 2 
Fifth Ave., New York City. 
Markowitz & Dave, 118 W. 
York City. 
Murdison Co., 434 S. Wabash Ave., Chicago, II], 
Joseph Mayer & Co., 25 E. 14th St., New York 


Broadway, New 


ity. 

Show Window Equipment Co., 80 Boyiston St, 

Boston, Mass. 
DISPLAY CARDS 

Art Products Corp., 530 Brady St., Davenport, 
Iowa. 

Artco Advertising, 1708-14 Ludlow St, 
Philadelphia, Pa. 

Card Display, Inc., 1440 Broadway, New York 

Chicago Cardboard Co., 666 Washington Blvd, 
Chicago, Ill. 

David A. Coleman Co., 110 Locust St., St. Louis, 


Inc., 


Mo. 

Displaycraft Studio, 804 Ninth Ave., New York 

Hurlock Bros. Co., Inc., 3436-38 Market St. 
Philadelphia. 

Ivel Displays, Inc., 244 W. 49th St., New York 

Kaufmann & Strauss Co., Inc., Bush Terminal 
Bldg., No. 19, Brooklyn, N. Y. 

Marketing & Adv. Supplies Co., 905 Marshall 
Bldg., Cleveland, Ohio. 

Joseph Mayer & Co., 25 E. 14th St., New York 

The Meyercord Co., 120 S. LaSalle St., Chicago, 

Multichrome Art Adv. Displyas, 634 W. Main 
St., Madison, Wis. 

Oval & Koster, 700 W. Washington St., Indian- 
apolis, Ind. 

Peoria Display Co., 119 N. Washington St. 
Peoria, Ill. 

Philip Lithography Co., 458 Fourth St., Milwauv- 
kee, Wis. 

Progressve Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 

—— Co., Inc., 84 North St., Roches- 


ter, ‘ . 
Wuttge Studio, 555 Third Ave., New York City. 
DISPLAY COUNSEL 
General Display & Sale Co., 411 N. W. Bldg. 
Minneapolis, Minn. 
Martin Jenter Artcrafts, Mt. Vernon, N. Y. 
Le Nore Studios, 8 W. 19th St., New York City. 
The Meyercord Co., 120 S. LaSalle St., Chicago, 
MOREY DECORATIVE STUDIOS, 135 Colun- 
bus Ave., Boston, Mass. 


’ 


' Neiss Products, 431 N. Clark, Chicago, Ill. 


Carl Percy, Inc., 450 Fourth Ave., New York 

Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. ‘ 

J. D. Williams, 509 S. Franklin St., Chicago, Ill. 


DISPLAY FIXTURES—GLASS 
Artco Advertising, Inc., 1708-14 Ludlow St. 
Philadelphia, Pa. R 
Cincinnati Show Case & Display Fixture Wks. 
232 Main St., Cincinnati, Ohio. , 
Crystal Fixture Co., 53 W. Jackson Blvd., Chi- 
cago, Ill. 
Samuel C. Dutch & Son, 733 Main St., Buffalo, 
Fleece Bros. Co., 105 Hernando St., Memphis, 
Tenn. 
General Display Case Co., Inc., 57-63 Greene 
St., New York City. ! 
H. M. Hooker Glass & Paint Co., 651 W. Wash- 
ington Blvd., Chicago, III. ; 
Howe Glass Co., 70 Warren St., New York City. 
Indianapolis Glass Co., 1002 Kentucky Ave. 
Indianapolis, Ind. 

International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

Show Window Equipment Co., 80 Boylston St., 
Boston Mass. 

DISPLAY FIXTURES—METAL W 
Advertising Metal Display Co., 1001-1011 W- 
Washington Blvd., Chicago, Ill. me's 
Anglo Display Fixture Co., 209 W. 37th St., New 
York City. S 
Artco Advertising, Inc., 1708-14 Ludlow >t 

Philadelphia, Pa. 


’ The Art Products Mfg. Co., Inc., Fourth Floor, 


Lafayette Bldg., Detroit, Mich. ; 
Barlow-Kimnet Co., Inc., 515 Seventh Ave., New 
York City. : : 
Belle Hickey Mfg. Co., 1209 Washington Ave. 

St. Louis, Mo. ; 
The Atlas Fixture Co., 2250 Rockwel! Ave. 
N. E., Cleveland, Ohio. d 
I. L. Bradford & Co., 178 W. Jackson Blv4. 
Chicago. TIl. ake: 
Buckeye Fixture Co., 1292 W. Fourth St., Cleve 
land, Ohio. Tog) Mead 
David B. Chambers, 41 W: 35th St., New Oak 
Butler Doll-Stand Co., 208 S. East Ave. Y@ 
Park, Il. 


Cincinnati Show Case & Display Fixture Works, 
* 232 Main St., Cincinnati, Ohio. 
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Crystal Fixture Co., 53 W. Jackson Blvd., Chi- 
cago, Ill. : 

ling Mfg. Co., Inc., Bronson, Mich. 
LA Oeniletin o., P. O. Box 213, Lansing, 


Ba Rack Co., 2536 14th Ave., Detroit, Mich. 
Display Craft Co., 1350 Broadway, New_York 
Display Devices Co., Box 63, Hamilton, Ohio. 
Samuel C. Dutch & Son, 733 Main St., Buffalo, 
. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City. _ - 

Frankel Display Fixture Co., Inc., 493 Seventh 
Ave., New York City. 

General Display Case Co., Inc., 57-63 Greene 
St, New York City. ; 

{. F. Grammes & Sons, Inc., Jordan and Union 
Sts, Allentown 1, 3 

M. Goldsmith & Co., 751 Lafayette Ave., Brook- 
lyn, N. Y.- : 

DT Heagany Mfg. Co., 1121 W. Washington 
Bivd., Chicago, Ill. 

International Clearing House of N. Y., Inc., 303 
Fifth Ave.. New York City. 

Kehoe Display Fixture Co., 541 Market St., 
San Francisco, Cal. 

Kramer Bros., 270 Broome St., New York City. 
Lansha Studios, 208 E. 47th St., New York City. 
Sylvan Specialty Shop, 552 W. Lake St., Chi- 


cago, Ill. 
J. B TIMBERLAKE & SONS, 120 Washington 
Ave. E., Jackson, Mich. 
Weavco Display Products, 400 N. Loraine Ave., 
Chicago, Ill. : 

DISPLAY FIXTURES—VACUUM CUP 
Mayer Mfg. Corp., 1436 W. Randolph St., Chi- 
cago, Ill 

DISPLAY FIXTURES—WOOD 

Anglo Display Fixture Co., 209 W. 37th St., New 


York City. 
1708-14 Ludlow St., 


Artco Advertising, 
Philadelphia, Pa. 

The Atlas Fixture Co., 2250 Rockwell Ave., 
N. E., Cleveland, Ohio. 

Belle Hickey Mfg. Co., 1209 Washington, St. 
Louis, Mo. 

I. L. Bradford & Co., 178 W. Jackson Blvd., 
Chicago, Ill. 

Buckeye Fixture Co., 1292 W. Fourth St., Cleve- 
land, Ohio. 

David B. Chambers, 41 W. 35th St., New York 
Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

Samuel C. Dutch & Son, 733 Main St., Buffalo, 
Efficiency Furniture & Mfg. Co., 604 Broadway, 
Bedford, Ohio. 

Electric Window Salesman Co., 46 Cornhill 
Boston, Mass. 

L. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City. 


Inc., 


Fleece Bros. Co., 105 Hernando St., Memphis,’ 


Tenn. 
General Display Case Co., Inc., 57-63 Greene 
St., New York City. 
Frankel Disxplay Fixture Co., 493 Seventh Ave.., 
New York City. 
D. J. Heagany Mfg. Co., 1121 W. Washington 
Blvd., Chicago, Ill. 
International Clearing House of N. Y., Inc., 303 
Fifth Ave., New York City. 
Jersemann & Wolly, Inc., 140 W. 22nd, New 
York City. 
Rehoe Display Fixture Co., 541 Market St., San 
Pega Calif. 

ee Display Fixt * i 
ci mg A - ure Co., 172 Atlantic Ave., 
eames Bros., 270 Broome St., New York City. 
otion Publicity, Inc., 400 River St., corner of 
— ot. Ypsilanti, Mich. 
National Equpiment Corp., 113 W. Ninth St., 
Kansas City, Mo. 
. K. Display Fixture Co., 47 Broome St., New 
New York Wood Letter Co., 18-20 Corlears St., 
Pe a City. 

scar Onke i 
clusati, Ps Fourth and Cutter Sts., Cin- 
a Fixture Co., St. Paul Ave., Dayton, 


Oriental Dis Ri 
Sedtivs. at adsrne's Co., 251 Meserole St., 
}. R. Palmenberg’ 
5New York Cites Sons, Inc., 1412 Broadway 
eifection Co., 406 S. Franklin St., Chicago, II. 
ony Show Case Works, Quincy, Ill. 

5 \rt Form & Fixture Co., Inc., 21 W. 31st 
le t. New York City. 

Wis Cap Hanger Co., 113 S. Washington, 
tion Mich. 
muon Publicity, Inc., 400 River St. 

Cross St.. Yortiane Mon: , corner of 


Multiplex Di : 
displ 
A Eons Head Fixture Co., 918 N. Tenth St., 


awa Fixture Co., St. Paul Ave., Dayton, 
Ori : VY ° 
Brooklyn ‘play Fixture Co., 251 Meserole St., 


“New vaivenberg’s Sons, Inc., 1412 Broadway, 
M. Tk ity. 
Rochestes rset Mig A hens moe St. Léuis, 
re N,,sPlay Fix : 
ve., New York Cn orks, 654 South 


A. Rosenbaum, 144 N. Tenth St., Philadelphia, 


A 
Show Window Equipment Co., 80 Boylston St., 

Boston, Mass. 

Siegel, Paris, 303 Fifth Ave., New York City. 
Regent Specialties, Inc. 268 Lyell Ave., Ro- 

chester, N. Y. 

Rochester Display Fixture Works, 654 South 

Ave., New York City. 

A. Rosenbaum, 144 N. Tenth St., Philadelphia, 
A. N. Russell & Sons Co., 165 Main St. W., 

Ilion, N. Y. 

Sewah Studios, 107 Gilman Ave., Marietta, Ohio. 
Show Window Equipment Co., 80 Boylston St., 

Boston, Mass. 

J. B. Timberlake & Sons, 120 Washington Ave. 

E, Jackson, Mich. 

Upham Sales-Service Co., 170 Summer St., Bos- 
ton, Mass. 

DISPLAY FIXTURES—VELVET COVERED 
MOREL MFG. CCO., Inc., 47-49 Greene St., 

New York City. 

DISPLAY FIXTURES—WROUGHT IRON 
The Adler-Jones Co., 651 S. Wells, Chicago, Ill. 
Anglo Display Fixture Co., 209 W. 37th St., New 

York City. 

Artco Advertising, Inc., 

Philadelphia, Pa. 
Barlow-Kimnet Co., Inc., 515 Seventh Ave., New 

York City. 

Brager Bros., 498 Seventh Ave., New York. 

Buckeye Fixture Co., 1292 W. Fourth St., Cleve- 
land, Ohio. 

Cameron & Co., 209 S. State St., Chicago, Il. 

Cincinnati Artistic Wrought Iron Works, 2941 

Eastern Ave., Cincinnati, Ohio. 

Mervyn D. Cohn, 109 New Montgomery St., San 

Francisco, Calif. 

Curtis Leger Fixture Co., 235 W. Jackson Blvd., 

Chicago, I1l.; 1440 Broadway, New York City. 
Displaycraft Co., 1350 Broadway New York City. 
Display Novelty Co., 5401-07 W. Lake St., Chi- 

cago. Ill. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Florentine Craftsmen, Inc., 45 E. 22nd St., New 

York City. 

Frankel Display Fixture Co., Inc., 493 Seventh 

Ave., New York City. 

Kramer Bros., 270 Broome St., New York City. 
Lansha Studios, 208 E. 47th St., New York City. 
Le Nore Studios, 8 W. 19th St., New York City. 
National Equpiment Corp., 113 W. Ninth St., 

Kansas City, Mo. 

Onli-Wa Fixture Co., St. Paul Ave., Dayton, 

Ohio. 

Oriental Display Fixture Co., 251 Meserole St., 

Brooklyn, N. Y. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 

New York City. 

Real Art Form & Fixture Co., Inc., 21 W. 3ist 

St., New York City. 

A. Rosenbaum, 144 N. 10th St., Philadelphia, Pa. 
Show Window Equipment Co., 80 Boylston St., 

Boston. Mass. 

Stewart Iron Works Co., Inc., 18th and Madison 

Sts., Covington. Ky. 

DISPLAY FORMS 
American Marvele Co., 700 Belinda St., Bay 


1708-14 Ludlow St., 


City, Mich. 

Anderman Form Co., 1926 S. Wabash Ave., Chi- 
cago, Ill. 

Anglo Display Fixture Co., 209 W. 34th St., New 
York City. 


The Atlas Fixture Co., 2250 Rockwell Ave., 
N. E., Cleveland, Ohio. 

J. R. Bauman Model Form, Inc., 225 W. 28th St., 
New York City. 

Brager Bros., 498 Seventh Ave., New York. 

Belle Hickey Mfg. Co., 1209 Washington Ave., 
St. Louis, Mo. 

David B. Chambers, 41 W. 35th St.. New York 

Cincinnati Showcase & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

Mervyn D. Cohn, 109 New Montgomery St., San 
Francisco, Calif. 

David A. Coleman Co.. 110 Locust St., St. Louis, 

Display Craft Co., 1350 Broadway, New York 


City. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
yoke, Mass. 

L. A. Feldman Fixture Co., Inc., 32 W. 32nd St., 
New York City. 

Frankel Display Fixture Co., Inc., 493 Seventh 
Ave., New York City. 

M. Goldsmith Co., 751 Lafayette Ave., Brook- 
lyn; N. Y. 

D. J. Heagany Mfg. Co., 1121 W. Washington 
Blvd., Chicago,. Ill. 


International Clearing House, Inc., 303 Fifth - 


Ave., New York City. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

Milwaukee Form & Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 

O. K. Display Fixture Co., 47 Broome St., New 
York City. 

National Equipment Corp., 113 W. Ninth, Kan- 
sas City, Mo. 

Oscar Onken Co., Fourth and Cutter Sts., Cin- 
cinnati, Ohio. 


— Fixture Co., St. Paul Ave, Dayton, 

hio. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

sf. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 

Real Art Form & Fixture Co., Inc., 21 W. 3lst 
St., New York City. 

Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 
Siegel, Paris, 303 Fifth ‘Ave., New York City. 
DISPLAY HEADS—SHOULDER SIZE 
Rich-Craft Studios, Inc., 234 E. Second St., 
Jamestown, N. Y. 

DISPLAY NOVELTIES 

American Tissue Mills, 12 Crescent St., Hol- 
yoke, Mass. 

Anglo Display Fixture Co., 209 W. 37th St., New 
York City. 

The Art Guild, 250 W. 54th St., New York City. 

Frederick A. Bohling, 502 W. 44th St., New York 

Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 

Display Novelty Co., 5401-07 W. Lake St., Chi- 
cago, Ill. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

The Gaylor-Nelson Studios, 218-222 W. 34th St., 
New York City. 

Good-Art Polycraft Studio, Inc., 3152 Reading 
Rd., Cincinnati, Ohio. 

International Clearing House of New York, 
Inc., 303 Fifth Ave., New York City. 

Jersemann & Wolly, Inc., 140 W. 22nd, New 
York City. : 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

M. D. Pollinger, 416 Victoria Bldg., St. Louis, 

Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 

Sales Adtractor Corp., 80 Richards St., Brook- 
lyn, N. Y. 

Spencer Lens Co., 19 Doat, Buffalo, N. Y. 

J. B. Timberlake & Sons, 120 Washington Ave. 
E. Jackson, Mich. 

DISPLAY NOVELTIES—LUMINOUS 
A. Strobl, 101 W. 41st St., New York City. 


DISPLAY NOVELTIES—WOOD 

Efficiency Furniture & Mfg. Co., 604 Broadway, 

Bedford, Ohio. : 
DISPLAY RACKS 

Advertiisng Metal Display Co., 1001-1011 W. 
Washington Blvd., Chicago, III. 

Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

L. A. Darling Mfg. Co., Inc., Bronson, Mich. 

Davis Metal Fixture Co., P. O. Box 213, Lan- 
sing, Mich. 

Display Devices Co., Box 63, Hamilton, Ohio. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Fleece Bros. Co., 105 Hernando St., Memphis, 
Tenn. 

L. F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown 1, Pa. 

M. Goldsmith Co., 751 Lafayette Ave., Brook- 
lyn, N. Y. 

D. J. Heagany Mfg. Co., 1121 W. Washington 
Blvd., Chicago, Ill. 

Indianapolis Glass Co., 1002-1010 Kentucky Ave., 
Indianapolis, Ind. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

M. B. Garment Rack Mfg. Co., 141 W. 22nd 
St., New York City. 

Oscar Onken Co., Fourth and Cutter Sts., Cin- 
cinnati, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Sylvan Specialty Shop, 552 W. Lake St., Chi- 
cago, Ill. 

J. B. Timberlake & Sons, 120 Washington Ave. 
E., Jackson, Mich. 

Upham Sales-Service Co., 170 Summer St., Bos- 
ton, Mass. 

Weavco Display Products, 400 N. Laramie Ave., 
Chicago, Ill. 

DISPLAY TABLES—REVOLVING 

Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 

Samuel C. Dutch & Son, 733 Main St., Buffalo, 

Elec.ro Novelad Corp., 250 Park Ave., New York 

Electric Window Salesman Co., 46 Cornhill, 
Boston, Mass. 

Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 

Miller.& Balzer, 49 Sea Cliff Ave., Glen Cove, 
N.Y. 


Perry Adattractor Co., Meridian, Miss. 

Upham Sales Service Co., 170 Summer St., Bos- 
ton, Mass. 

Winfield H. Smith, Inc., 120 Eaton St., Spring- 
ville, N. Y. 

Worsham Co., Decatur, Il. 

DISPLAY TABLES—WOOD 

Efficiency Furniture & Mfg. Co., 604 Broadway, 

Bedford, Ohio. 
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DISPLAY TOPS ; 
Weavco Display’ Products, 400 N. Laramie Ave., 


Chicago, III. 
DRAPERIES 
Chromite Novelty Co., 43 24th St., New York 
DAZIANS, Inc., 142 Ww. 44th St., New York 
Decorative Gelatine Co., P. O. Box 316, Seattle, 
Wash. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 
Maharam Textile Co., Inc., 107 W. 48th St., New 
York City. 
Schneider Studios, Inc., 127 W. 47th St., New 
York City 
A. iseen, 1123 Broadway, New York City. 
DYES 


Rug-Nu Com 231 N. Wells St., a, Ill. 
LECTRIC FOUNTAINS 
Frederick Fy Bohling. 502 W. 44th St.. New York 
DISPLAY FOUNTAIN MFG. CO., Inc., 157 E. 
33rd, New York City. 
Strauss-Silver Co., Inc., 315 Fifth Ave., New 
York City. 
ELECTRIC GLASS FRUIT BASKETS 
A. W. Ayers, 1621 McGregor St., Wichita Falls, 


Texas. 
ELECTRIC NOVELTIES 
DISPLAY FOUNTAIN MFG. CO., Inc., 157 E. 
33rd, New York City. 
Display Stage Lighting Co., Inc., 334 W. 44th 
St., New York City. 
Presto Products Co., 64 University Place, New 
York City. 
J. B. Timberlake & Sons, 120 Washington Ave., 
E., Jackson, Mich. 
FABRICS FOR DISPLAY 
Chromite Novelty Co.. 43 W. 24th St.. New York 
DAZIANS, Inc., 142 W. 44th St., New York City. 
S. M. Hexter & Co., 2212 Superior Ave., Cleve- 
land, Ohio. 
Hudson & Boas, 5 E. 17th St., New York City. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 
Hy-Sil Mfg. Co., Revere, Mass. 
Maharam Textile Co., Inc., 107 W. 48th St., New 
York City. 
H. D. eeoeeteatin Co., 112-118 W. 44th St., New 
York Cit 
Mendelsoha’ s Textile Corp., 156 W. 45th St., 
New York City. 
A. Solomon, 1123 Broadway, New York City. 
Don C. Stephenson, Warren at Genesee St., 


Saginaw; Mic 
ros., Inc., 18-20 E. 17th, New 


J. J. Wyle & 
York City. 
FISH AND ALLIGATORS (STUFFED) 
Jos. Fleishman, 1105 Franklin St., Tampa, Fla. 
F 


Annin & Co., 85 Fifth Ave., New York City. 

D. ho Humphreys Co., 909 Filbert St., Philadel- 
phia, . 

Weeks-Howe-Emerson Co., 90 Market St., San 
Francisco, Calif. 

J. J. Wyle & Bros., Inc., 18-20 E. 17th, New 


York City. 
FLOOD LIGHTS 
AMERICAN APPLIANCE CO., INC., 317 
Church St., N., Kalamazoo, Mich. 
Frederick A. Bohling, 502 W. 44th St., New York 
— Mfg. Co., 565 E. Jefferson Ave., Detroit, 


a; 1. Crofton & Co., 109 Lafyaette St., New 
York City. 

Curtis Lighting Co., Inc., 119 W. Jackson Blvd., 
Chicago, IIl. 

Display Stage Lighting Co., New York Citv. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Frink Co., 235 Tenth Ave., New York City. 

Lighting Specialties Co., 1613 E.. New York 
Ave., Brooklyn, N. Y. 

Charles I. Newton, 244 W. 14th St., New York 

Perfection Co., 406 S. Franklin St., Chicago, Ill. 

Reflector & Illuminating Co., 1401 Jackson Blvd., 
Chicago, III. 

Royal Lighting Products Co., 1048 Rogers Ave., 
Brooklyn, N. Y. 

Show Window Eqnipment Co., 80 Boylston St., 
Boston, Mass. 

Don C. ‘Stephenson, Warren at Genesee Ave., 
Saginaw, Mich. 

SUN-RAY LIGHTING PRODUCTS, INC., 119 
Lafayette St., New York City. 

Klieg] Bros., 321 W. 50th St., New York City. 

Weiss Products. 431 N. Clark St., Chicago, III. 

FLOOR BLOCKS 

Adler-Jones Co., 651 S. Wells St., Chicago, Il. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

Peoria Display Co., 119 N. Washington St., 
Peoria. 
FURNITURE FOR SHOW WINDOWS 
Detroit Rack Co., 2536 14th Ave., Detroit, Mich. 
Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

GARMENT HANGERS 

Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 


David A. Coleman Co., 110 Locust St.. St. Louis, 

A C. Dutch & Son, 733 Main St.. Buffalo, N. Y. 
J. Heagany Mfg. Co., 1121 W. Washington 
Pia Chicago, Ill. 


Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Cali 
Sylvan Specialty Shop, 552-554 W. Lake St., 
Chicago, II. 
GELATINE SHEETS 
Gelatine eee Co., 27 Sixth Ave., Brooklyn, 
AMP COLORING 
Frederick A. TSehliie 502 W. 44th St., New 
York City. 
Gelatine Products Co., 27 Sixth Ave., Brook- 
lyn te FY. 
Rosco Laboratories, 131 Third Place B, Brook- 
lyn, N. Y. 
LETTERING BRUSHES 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 
Dick Blick Co.., "Galesbure, Tll. 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
Joseph Mayer & Co., 25 E. 14th ‘S., New York 


Studio Art Supply Co., 13 N. 13th St., Phila- 
delphia, Pa. 
Geo. E. Watson Co., 1644 W. Lake St., Chi- 


cago, Ill. 
LETTERING PENS 

Bridgeport Pen Co., 239 John St., Bridgeport, 
Conn. 

Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 

Esterbrook Steel Pen Mfg. Co., 10 Cooper St., 
Camden, N. J. 

Joseph Mayer & Co., 25 E. 14th St., New York 

at Automatic Lettering Pen Co., Pontiac, 

ich. 
LIGHTING FIXTURES—STORE 

Frederick A. Bohling, 502 W. 44th St., New 
York City. 

Cincinnati Artistic Wrought Iron Works, 2941 
Eastern Ave., Cincinnati, Ohio. 

Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago. Il. 

Harcourt-Cadley Co., 200 Fifth Ave., New York 

Lighting Specialties Co., 1613 E. New York 
Ave., Brooklyn, N. 

Silvray Co., Inc., 55 W. ‘16th St., New York City. 

Stewart Iron Works Ge; Inc., 18th and Madi- 
son. Covington, Ky. 

Sun-Ray Lighting A tyygeeagh Inc., 119 Lafayette 
St., New York 

Voigt Co.. 1743-49 N. *iath St.. Philadelphia, ‘Pa. 

LITHOGRAPHED DISPLAYS 

Adv. Metal Display Co., 1001-1011 W. Washing- 
ton Blvd., Chicago, Il. 
American Colortype Roa me, Roscoe St., Chi- 
cago, I1l.; 207 W. 25th St., New York City. 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 

Conwell Graphic Co., Inc., 461 Eighth Ave., 
New York City. 

Dealers’ Sign & Display Corp., 1400 Broadway, 
New York City. 

Edwards & Deutsch Litho. Co., 2320-2336 Wabash 
Ave., Chicago, Il. 

Einson-Freeman, Inc., 511 E.-72nd St., New 
York City. 

L .F. Grammes & fons, Inc., Jordan and Union 
Sts., Allentown, 


WM. A. HOWE co., 2630 Payne Ave., Cleve- 


land, Ohio. 

Karle Lithographic Co., 444 Central Ave., Roch- 
ester, N. Y. 

Kaufmann & Strauss Co., Sia: 
Bldg., No. 19, Brooklyn, N. Y. 

Lake Lithograph Co., 2530 Superior Ave., Cleve- 
and, 

Munro & Harford Co., 460 W. 34th St., New 
York City. 

Neumann Display Service, Inc., 124 W. 18th St., 
New York City. 

Oval & Koster, 700 W. Washington St., In- 
dianapolis, Ind. 

a Litho. Co., 458 Fourth St., Milwaukee, 


Salzer & Co., Inc., 460 W. 34th St., New York 
United States Printing & Litho. Co., 


hio. 
LUMINOUS PRODUCTS 
A. Strobl, 101 W. 41st St., New York City. 
MACHINES—CUTTING 
The International Register Co., 13 S. Throop 
St., Chicago, Ill. 
Miller & Balzer, 49 Sea Cliff Ave., Glen Cove, 
4g 


be es 

Ad-Action Corp., 19 W. 27th St., New York City. 

MAT BOARD 

Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, I11. 

Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 

Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 

Joseph Mayer & Co., 25 E. 14th St., New York 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 

MECHANICAL DISPLAYS 

Adv. Metal Dsiplay Co., Chicago, Il. 

Ivel Displays, Inc., 244° W. 49th St., New York 

Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Il. 

Manufacturers’ & Inventors’ Elec. Co., 228 W. 
Broadway, New York City. 


Bush Terminal 


Norwood, 


a 


Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 
Old King Co., Inc., 401 Schroyer Ave., Canton, 
Ohio. 
Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 
Sales Adtractor Corp., 80 Richards St., 
lyn, N.Y. ae 
Smith Hecht Co., 546 S. Meridian St., Indianap- 
olis, Ind. 
Specialty Adv. Device Co., 1101 S. Third St. 
Evansville, Ind. 
MECHANICAL MECHANISM 
Specialty Adv. Device Co., 1101 S. Third St., 
Evansville, Ind. 
Manufacturers’ & Inventors’ Elec. Co., 228 W. 
renew. New York City. 
ECHANICAL FIGURES 
scotia’ " Sculpture Works, 1165 Broad- 
way, New York City. 
J. rd *Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 
.’ Hermann, 7223-5 State Road, Tacony, 
‘Philadelphia, Pa. 
Kehoe Display Fixture Co., 541 Market St., San 
Francisco, Calif. 
MIRRORS 
aga Rack Co., 2536 14th Ave:, New York 
H. M. Hooker Glass & Paint Co., 651-659 W. 
Washington Blvd., Chicago, Ill. 
Indianapolis Glass Co., 1002-1010 Kentucky Ave., 
Indianapolis, Ind. 
Oriental Display Fixture Co., 251 Meserole S:., 
Brooklyn, N 
Show Window Equipment Co., 80 Boylston S:., 
Boston, Mass. 
MODEL DISPLAYS 
Martin Jenter Artcrafts, 185 S. Columbus Ave., 
Mt. Vernon, N. Y. 
MacLeod Studios, 306 E. 26th St., New York 
Manufacturers’ & Inventors’ Elec. Co., 228 W. 
Broadway, New York City 
Morey Decorative Studios, "735 Columbus Ave., 
Boston, Mass. 
Schenker Figures, Inc., 2 W. 36th St., New 
York City. 
MOTION DISPLAYS 
Action Advertising Displays, Inc., 233 W. 42nd 
St., New York City. 
Davis Bulletin Co., Inc., Lock St., Buffalo, 
Electro Novelad Corp., 250 Park Ave., New York 
Geenral Display & Sales Co., 411 N. W. Bidg., 
Minneapolis, Minn. 
Ivel Displays, Inc., 244 W. 49th St., New York 
Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 
Knickerbocker Display Studios, 253 W. 47th St., 
New York City. 
Motion Publicity, Inc., 400 River St., corner 
Cross St., Ypsilanti, Mich. 
— Adtractor Corp., 80 Richards St., Brook- 
yn, N. Y 
MOTION PICTURE DISPLAYS 
Bausch & Lomb Optical Co., 635 St. Paul St., 
Rochester, N. Y. 
Progressive Die Cutting Co., Inc., 135 W. 17th 
St., New York City. 
Spencer 1 Tens Co., 19 Doat. Buffalo. N. Y. 
ATURAL PREPARED FOLIAGE 
Adler- hawos Co., 649 S. Wells St., geo Ill. 
Aiken Decorative Co., Bloomfield, 
Kervan Co.. 119 W. 28th St., New Yo City. 
Select Artificial Flower Co., 250 250 W. 47th St. 
New York Citv. 
ORNAMENTS—PAPIER MACHE 
Old King Cole, Inc., Canton, Ohio. 
Show eee Equipment Co., 80 Boylston St., 
Boston. Mas 
ORNAMENTS—COMPOSITION 
Show Window Equipment Co., 80 Boylston St. 
Boston, Mass. 
Voigt Co., ne. 49 N. 12th St.. Philadelphia, Pa. 
NAMENTS—WOOD 
The Emmel ie 101 Bristol St., Boston, Mass. 
Artco Advertising, Inc., 1708-14 Ludlow St. 
Philadelphia, Pa. 
Klise Mfg. Co., 50 Cottage Grove St., S. W. 
Grand Rapids, Mich. 
Oriental Display Fixture Co., 251 Meserole St. 
Brooklyn, N. Y. 
Ornamental Wood Products Co., Detroit, Mich. 
L AND WATER SEPARATORS 
me O08 Paint Spray Brush Co., 1106 Grafton 
Davton, Ohio. 

“PAPIER MACHE DECORATIONS 
Advertisers’ Art Sculpture Works, 1165 Broad- 
way, New York City. a 
American Sculpture’ Co., 20 E. 42nd St., New 

York City. 
G. S. Hermann, 7223-5 State Road, Tacony, 
Philadelphia, Pa. 
Old King Cole. Tne.. Canton, Ohio. 
PAPIER MACHE FIGURES 


Brook- 


Internatoonal Clearing House of New York, 


Inc.. 303 Fifth Ave., New York City. 
PAPIER MACHE FORMS 
American Marvelle Co., 700 Belinda St., Bay 

City, Mich 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. 
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Klee Display Fixture Co., 174 Atlantic Ave., 
Rochester, 


D. J. Heagany Mfg. Co., 1121 W. Washington 
Bivd., eae Ill. 
ARADE DECORATIONS 
American "Tissue Mills, 12 Crescent St., 
yoke, Mas 
Anericais Merri Lei Corp., 24 E. 22nd St., New 
York City 
Cleveland “Artificial Flower Co., 1344 Prospect 
Ave., Cleveland, Ohio. 
Hy-Sil Mfg. Co., Revere, Mass 
Schack — Flower Co., 140 N. Robey St., 
Chicago, Ill 
PICTURE—REFLECTOR 3 
Western Reffector Co., 1221 W. Madison St., 


Chicago, 
PLAQUES 

American aren Co., 20 W. 42nd St., 
York Cit 

cute Studios Co., New London, Ohio. 

Good-Art Polycraft Studio, Inc., 3152 Reading 
Road, ge ag Ohio. 

old King Cole, Inc., Canton, Ohio. 

ae LB Osborne, Inc., Osborne Bldg., Holland, 


Mich 

Rich- Craft Studios, 234 E. Second St., 
Jamestown, N. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Trutulife Wax Products Co., 29 Erie, Milwau- 
kee, Wis. 

Voigt Co., 1743 N. 12th St., Philadelphia, Pa. 

PLASTIC MATERIALS 

Advertisers’ Art Sculpture Works, 1165 Broad- 
way, New York City. 

Cornell Wood Products Co., 190 N. State St., 
Chicago, Ill. 

Craftex Co., 37-39 Antwerp St., Brighton Station, 
Boston, Mass. 

Good-Art - Polycraft Studio, Inc., 3152 Reading 
Road, Cincinnati, Ohio. . 
U. S. Gypsum Co., 205 W. Monroe St., Chi- 
cago, Ill. 


Hol- 


New 


Inc., 


PLUSHES 
DAZIANS, Inc., 142 W. 44th, New York City. 
Maharam Textile Co., Inc., 107 W. 48th St., 
New York City. 
H. D. Mendelsohn Co., 112-118 W. 44th St., New 
York City. 
Mendelsohn’s Textile Corp., 156 W. 45th St., 
New York City. 
IMITATION PLUSH ‘ 
Hudson & Boas, 5 E. 17th St.. New York City. 
PLASTIC ART 
F. S. Herrmann, 7223-5 State Road, Tacony, 
Philadelpia, Pa. 
POLYCHROME SUPPLIES : 
Good-Art Polycraft Studio, Inc., 3152 Reading 
Road, Cincinnati, Ohio. 
POSTERS 
Artco Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia, Pa. 
David A. Coleman Co., 110 Locust St., St. Louis, 
Davis Bulletin Co., "Inc., Lock St.. Buffalo, 
Edwards & Deutsch Litho. Co., 2320-2336 S. 
Wabash Ave., Chicago, Ill. 
Leo H. Fuller, Inc., 67 Sixth St., Long Island 
City, i.e. 
Ivel Displays, Inc., 244 W. 49th St.. New Vork 
Multichrome Art Adv. Displays, 634 W. Main 
St., Madison, Wis. 
Nat. Adv. Service, Inc., 2947 Lyndale Ave., 
South Minneapolis, Minn. 
Nat. Display Card Co., Inc., 124 W. 18th St., 
New York City. 
Oval & Koster, 700 W. Washington St., In- 
dianapolis, Ind. 

Peoria Display Co., 119 N. Washington St., 
Peoria, II 
Perfection Co., 406 S. Franklin St.. Chicago, Ill. 
H. Wm. Pollack Printing, 869-71 Main St., Buf- 

falo, N. Y. 
Potomac Mfg. Co., 314 S. Tenth St., Philadel- 
phia, Pa. 
United States Printing & Lithoo. Co., Nor- 
wood, Ohio. 
POSTER DISPLAY STANDS 
Davis Disnlavs. Tnc.. 23 FE. 22nd St.. New York 

PRESERVED FERNS AND PLANTS 

Artistic Plant Preserving Co., 2125 Bush St., 
San Francisco, Calif. 
PRICE TICKETS 

Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 

Ivel Displays, Inc., 244 W. 49th St.. New York 
H. Wm. Pollack Printing, 869-71 Main St., Buf- 
falo, N. Y. 

PROJECTING MACHINE 

Bausch & Lomb Optical Co., 635 St. Paul St., 
Rochester, N. Y. 

REFINISHING METAL FIXTURES 
Newman Mfg. Co., 416 Elm St., Cincinnati, Ohio. 
}.. Re Palmenberg’s Sons, Inc., 1412 Broadway, 

New Vork City. 
REFINISHING WAX FIGURES 
ae Balzer, 49 Sea Cliff Ave., Glén Cove, 


REFINISHING WOOD FIXTURES 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 
Oriental Lt 29, 5 Fixture Co., 251 Meserole St., 


Brookly . 
"REFLECTORS—SHOW CASE 


Frederick A. Bohling, 502 W. 44th St., New 
York City. 
T. J. Crofton & Co., 109 Lafayette St., New 


York City. 

Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago, Ill 

Day Brite Reflector Co., 703 S. Broadway, St. 
Louis, Mo. 

Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 

Frink Co., 235 Tenth Ave., New York City. 


Reflector & Illuminating Co., 1401 Jackson 
Blvd., Chicago, Il. ¢ 
Western Reflector Co., 1221 W. Madison St., 


Chicago, Ill. 
Wheeler Reflector Co., 275 Congress St., 
ton, Mass. 
REFLECTORS—WINDOW 
Frederick A. Bohling, 502 W. 44th St., New 
York City. 
Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago, III. 
T. J. Crofton & Co., 109 Lafayette St., New 
York City. 
Display Stage Lighting Co., Inc., 334 W. 44th 
St., New York City. 
S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 
ork City. 


Frink Co.. 235 Tenth Ave., New Y 
LIGHTING SPECIALTIES CO., 1613 E. New 
1401 Jackson 


Bos- 


York Ave., Brooklyn, N. Y. 

Reflector & Illuminating Co., 
Blvd., Chicago, Il. 

Royal Lighting Products Co., 1048 Rogers Ave., 
Brooklyn. N. Y. 

Show Window Equipment Co., 80 Boylston St., 
Boston. Mass. 

SUN-RAY LIGHTING PRODUCTS, Inc., 119 
Lafayette St.. New York Citv. } 

Western Reflector Co., 1221 W. Madison, Chi- 
cago, Ill. 

Wheeler Reflector Co., 275 Congress St., 
ton, Mass. 

SCHOOLS—CARD WRITING 

A. C. School of Lettering, 431 N. Clark St.. 
Chicago, III. 

Botts Business College, Guthrie, Okla. 

Detroit Schcol of Lettering, 155 Stimson Ave., 


Detroit, Mich. 
Koester School, 314 S. Franklin St., 
Til 


Bos- 


Chicago, 


University Extension Division, University of 
Wisconsin, Madison, Wis. 


SCHOOLS—WINDOW DECORATING 
Koester School. 314 S. Franklin St., Chicago, 
MOREY DECORATIVE STUDIOS, 135 Colum- 

bus Ave, Boston, Mass 
Smeby School, 736 E. ae St., 
Minn. 
SCREEN PROCESS DISPLAYS 
American Colortype Co., 1151 Roscoe St., Chi- 
cago. Ill.; 207 W. 3th St., New York .City. 
Art Guild, '250 W. 54th St., New York City. 
Art Products Corp., 530 Brady S.t, Davenport, 
Towa. 
fone Novelty Co., 43 W. 24th St., New York 
David A. Coleman Co., 110 Locust St.. St. Louis, 
Davis Bulletin Co.. Inc.. Lock St.. Buffalo, ww. ¥. 
Displaycraft Studio, 804 Ninth Ave.. New York 
Leo H. Fuller, Inc., 67 Sixth St., Long Island 
City. N. Y. 
Tvel Displays, Inc., 244 W. + St 
Martin Jenter Artcrafts, 185 S 
Mt. Vernon, N. Y. 
Lake Lithograph Co., 2530 Superior Ave., Cleve- 


land. Ohio. 
2941 W. Take St.. Chicaco, TIl. 


Lane Bros., Tne... 


Minneapolis, 


New York 
. Columbus Ave., 


MULTICHROME ART ADV. DISPLAYS, 634 
W. Main St.. Madison, Wis. 
Naz-Dar Co., 3011 Montrose Ave., Chicago, Ill. 
Newmann Display ~_— Inc., 124 W. 18th 
St.. New York Cit 
Peoria Disnlay rg 119 N. Washington St., 
Peoria, Tl. 
Schaeffer-Ross Co., Inc., 84 North St., Roches- 
ter, : 2 
SHOW CARD COLORS 
American Crayon Co.. Sandusky, Ohio. 
Becker Sign Supply Co., Baltimore and Front 


Sts., Baltimore, Md. 
Belceenyt Pen Co., 239 John St., 


Con 
Bert 5 Daily, 126-30 E. Third St., Dayton, Ohio. 
Josenh Maver & Co.. 2 E 14th St., New York 
NATIONAL SIGN STENCIL CO., Inc., 1602 
University Ave., St. Paul, Minn. 
Naz-Dar Co., 3011 Montrose Ave., Chicago. Ill. 
Studio Art Supply Co., 13 N. 13th St., Phila- 
delphia, Pa. 
Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago. TH. 
SHOW CARD COLORS LUMINOUS 
A. Strobl, 101 W. 41st St., New York City. 


Bridgeport, 








SHOW CARD PRINTING OUTFITS 
Display Material Co., 191 Pearl St., New York 
Line-O-Scribe, Inc., Adrian, Mich. 

Sewah Studios. 107 Gilman Ave., Marietta, Ohio. 

NATIONAL SIGN STENCIL CO., Inc., 1602 
Unuiversity Ave., St. Paul, Minn. 

SHOW CARDS 

A. C. School of Lettering, 431-33 N. Clark St., 
Chicago, Ill. 

Blue Bird Studio, 2050 Amsterdam Ave., New 
York City 

o— ‘Display, Inc., | 1440 Broadway, New York 


David A. Coleman Co., 110 Locust St., St. Louis, 


Edwards & Deutsch Litho. Co., 2320-2336 S. 
Wabash Ave., Chicago, III. 

Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia, Pa. 

iva. on Inc., 244 W. 49th St., New York 


eau Mayer & Co., 25 E. 14th St., New York 

Potomac Mfg. Co., 314 S. Tenth St., Philadel- 
phia, Pa. 

Show Window Equipment Co., 80 Boylston St., 


Boston, Mass. 
United States Printing & Litho. Co., 93 N. 
Third St., Brooklyn, N. Y. 
Worsham Service, Decatur, III. 
SHOW CARD SERVICE 
A. C. School of Lettering, 431 N. Clark St., 
Chicago, Ill. 
Berry Studios, 408 Stockton St., San Francisco, 
Service, Inc., 


Calif. 
2947 Lyndale Ave., 
South Minneapolis, Minn. 


Nat. Adv. 
HOW CARD SUPPLIES 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 
Dick Blick Co., Galesburg, IIl. 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
Joseph Mayer & Co., 25 E. 14th Se. New York 
NATIONAL SIGN STENCIL CO., Inc., 1602 
University Ave., St. Paul, Minn. 
Studio Art Supply Co, 38 'N. 13th St., Phila- 


delphia, Pa. 
SHOW CASES 

Cincinnati Show Case & Display Fixture Works, 
232 Main St., Cincinnati, Ohio. 

Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 

= & Co., Inc., 22nd and DeBree Ave., Nor- 
olk, ‘ 

Flexlume Corp., 1100 Military Road, Buffalo, 
me 2 

National Equipment Corp., 113 W. Ninth St., 
Kansas City, Mo. 

Quincy Show Case Works, Quincy, III. 

Rockford Show Case & Fixture Co., Rockford, 


Ill. 
A. N. Russell & Sons Co., 165 W. Main St., 


Ilion, N. Y. 
SHOW WINDOW LIGHTING 

Frederick = Bohling, 502 W. 44th St., New 
York Cit 

Frink Co. "335 Tenth Ave.. New York City. 

Day Brtie Reflector Co., 703 S. Broadway, St. 
Louis, Mo. 

Bie ma Reflector Co., 304 Ross St,, Pitts- 
burgh, 

fog ie Crofton & Co., 109 Lafayette St., New 
York City. 

Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago, IIl. 

Lighting Specialties Co., 1613 E. New York 
Ave., Brooklyn, 


Reflector & Illuminating Co., 1401 Jackson 
Blvd., Chicago, Ill. 
Silvray Co., Inc., 55 W. 16th St., New York 


Sun-Ray Lighting Products, 119 Lafayette S:. 
New York City. 

Weiss Products, 431 N. Clark St., Chicago. Il. 

Western Reflector Co., 1221 Madison, Chicago, 

SIGNS—CHANGEABLE 
i Advertising Displays, Inc., 233 W. 42nd 
New York Citv. 

Ad. iuamas Corp., 19 W. 27th St., New York City. 

Bausch & Lomb — Co., 635 St. Paul St., 
Rochester, N. Y. 

Changeable Sign Co., 628 Woodbury Rd., Glen- 
dale, Calif. 

H. P. Maughlin Co., 953 Ingleside Ave., Co- 
lumbus. Ohio. 

Motion Publicity, Inc., 400 River St., corner 
Cross St.. Ypsilanti, Mich. 

— Mfg. Co., 416-422 Elm St., 

io 
Sewah Studios, 107 Gilman Ave., Marietta, Ohio. 
Tablet & Ticket Co., 1021 W. Adams St., Chi- 


Cincinnati, 


cago, Ill. 
Vanleer Products Corp., 254 W. 31st St., New 
York City. 
SIGNS—DIRECTORY 
Davenport-Taylor Mfg. Co., 412 Orleans St., 
Chicago, 


H. P. Maughlin Co., 953 Ingleside Ave., Colum- 


bus, Ohio 
Newman Mfg. Co.. 416-422 Elm St.. 
Tablet & Ticket Co., 1021 W. 


cago, 


Cincinnati, 
Adams St., Chi- 
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SIGNS—ELECTRIC 

Advertisers’ Art Sculpture Works, 1165 Broad- 
way, New York City. 

Frederick A. Bohling, 502 W. 44th St., New 
York City. 

Dealers’ ro . cst Corp., 1400 Broadway, 
New York Cit 

T. J. Crofton & Co., 109 Lafayette St., New 
York City. 

Presto Products Co., 64 University Place, New 
York City. 

Cc. A. Shank Sign Co., 25 W. 43rd St., New 
York City 

Smith Hecht Co., 546 S. Meridian St., Indianap- 
olis, In 

Vanleer Products Corp., 254 W. 3ist St., New 
York City 

Voigt Co., “743 N. 12th St., Philadelphia, Pa. 

SIGNS—EXIT 
Wheeler Reflector Co., 275 Congress St., Bos- 


ton, Mass. 
SIGNS—GLASS 
Advertisers Sign & Display Co., 
New York City. 
Dealers’ Sign & Display Corp., 1400 Broadway, 
New York City. 
Premier Art Works, Ross St. and Kent Ave., 
Brooklyn, N. Y. 
Rawson & Evans Co., 713 W. Washington Blvd., 
Chicago, Il. 
SIGNS—ILLUMINATED 
Ad-Action Corp., 19 W. 27th, New York City. 
Day Brite Reflector Co., 703 S. Broadway, St. 
Louis, Mo. 
Flexlume Corp., 1100 Military Road, Buffalo, 
N. Y 


1400 Broadway, 


Motion Publicity, Inc., 400 River St. 
Cross St., Ypsilanti, Mich. 

Rawson & Evans Co., 713 W. Washington Blvd., 
Chicago, Ill. 

Smith Hecht Co., 546 Meridian St., Indianap- 
olis, Ind. 

Voigt Co., 1743-49 12th St., N., Philadelphia, Pa. 

SIGNS—BRASS AND BRONZE 

Art in Bronze Co., Inc., 1621 E. 41st St., 
land, Ohio. 

Davenport-Taylor Mfg. Co., 412 Orleans St., 
Chicago, Ill 

L. F. Grammes & Sons, Inc., Jordan and Union 
Sts., Allentown 1, Pa. 
ee ie Co., 909 Filbert St., Phila- 
delphia, Pa. 

Newman Mfg. Co., 416 Elm St., Cincinnati, Ohio. 

M. D. Pollinger Co., 416 Victoria Bldg., St. 
Louis, Mo. 

Premier Art Works, Ross St. and Kent Ave., 
Brooklyn, N. Y. 
Wuttge Studio. 555 Third Ave.. New York City. 
SIGNS—MOVING MESSAGE 
DISPLAY APPLIANCE CoO., 645 W. Washing- 
ton Blvd., Chicago, Ill. 

SIGNS—WOOD 

Meyercord Co., 133 W. Washington St., Chi- 
cago. Ill. 

New York Wood Letter Co., 18-20 Corlears St., 
New York City. 

Premier Art Works, Ross St. and Kent Ave., 
Brooklyn, N. Y. 

E. A. Shank Sign Co., 25 W. 43rd St., New 
York City. 

Spanjer Bros.. Newark. a. 

SIGNS—STOCK MUSLIN 
2941 W. Lake St., Chicago, Ill. 

SPOTLIGHTS 

Frederick A. Bohling, 502 W. 44th St., New 
York City. 

Cameron & Co., 209 S. State St., Chicago, III. 

T. J. Crofton Co., 109 Lafayette St., New York 

Curtis Lighting, Inc., 1119 W. Jackson Blvd., 
Chicago, Ill. 

Display Stage Lighting Co., Inc., 334 W. 44th 
St., New York City. 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

Frink Co., 235 Tenth Ave., New York City. 

LIGHTING SPECIALTIES CO., 1613 E. New 
York Ave.. Brooklyn. N. Y. 

Pittsburgh Reflector Co., 304 Ross St., Pitts- 


burgh, . 

Reflector & Illuminating Co., 1401 Jackson 
Blvd., Chicago, II]. 

— acme 131 Third Place, B, Brook- 
yn 

Royal Lighting te Co., 1048 Rogers Ave., 
Brooklyn, N. Y 

Show Window Equipment Co., 80 Boylston St., 
Boston. Mass. 

SUN-RAY LIGHTING PRODUCTS, Inc., 119 
Lafayette St., New York City. 

STATUARY 

F. S. Hermann, 7223-5 State Road, Tacony, 
Philadelphia, Pa. 

Rapano-t RBros., 701 W. Ohio St.. Chicago, Il. 
SCREENS—LEATHER DECORATED 
Roman Art wee Co., Inc., 414 Madison Ave., 

New York C 
SILK SCREEN PROCESS SUPPLIES 
Naz-Dar Co., 391 Montrose Ave., Chicago, III. 
SPRAY BRUSHES 
Simons Paint Spray Brush Co., 1106 Grafton 
Ave., Dayton, Ohio. 


corner 


Cleve- 


Lane Bros., 


STANDS FOR DOLLS 
Butler Doll-Stand Co., 208 South East Ave., 
Oak Park, 
STENCIL CUTTERS 
Bert L. Daily, 126-30 E. Third St., Dayton, Ohio. 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
STENCIL SILK 
NAZ-DAR CO., 3011 Montrose Ave.,Chicago, Ill. 
STORE ARCHITECTS 
Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 


STORE EQUIPMENT 
Naz-Dar Co., 3011 Montrose Ave., Chicago, III. 
Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 
The Decocraft Co., 106 E, 19th St., New York 
Quincy Show Case Works. Quincy, III. 
Sylvan Specialty Shop, 552-554 W. Lake St., 
Chicago, Ill. 
STORE FIXTURES 
Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 
Detroit Show Case Co., 1670 W. Fort St., De- 
troit, Mich. 
Elliot & Co., Inc., 22nd and DeBree Ave., 
Norfolk, Va. 





YOUR BUYING GUIDE 


This complete trade directory is a con- 
tribution of DISPLAY WORLD to the 
concerns engaged in the display industry. 
It was compiled from questionnaires sent 
to every known factor in the manufac- 
ture and distribution of display equip- 
ment. Only those concerns are listed 
which returned the questionnaire sent 
them, and the publishers assume no re- 
sponsibility for omissions or errors. The 
directory, however, was carefully com- 
piled and is undoubtedly one of the most 
authoritative lists of its kind ever pre- 
sented to the display field. All the con- 
cerns listed are interested in serving the 
needs of the display field, and it is sug- 
gested that the DISPLAY WORLD be 
mentioned in writing to any of them. 


USE THIS TRADE DIRECTORY 
IT WAS COMPILED FOR YOUR 
BENEFIT 











ig Heagany Mfg. Co., 1121 W. Washington 
Chicago, Ill. 
suncaniaann Clearing House of New York, 
Inc., 303 Fifth Ave., New York City. 
Lansha Studios, 208 E. 47th St., New York City. 
Rockford Show Case & Fixture Co., Rockford, 
I 


ll. 

ore Russell & Sons Co., 165 W. Main St., 
ion, 

Sylvan Specialty Shop, 552 W. Lake St., Chi- 
cago. : 

J. B. TIMBERLAKE & SONS, 120 Washington 
Ave., E., Jackson, Mich. 

STORE FRONTS 

Brasco Mfg. Co., 5025 Wabash Ave., Chi- 
cago, Il. 

Detroit Show Case Co., 1670 W. Fort St., De- 


Elliot’ & Co.,°Inc., 22nd and DeBree Ave., 


Kawneer Co.,. Niles. Mich. 


TIME SWITCHES 

Albert & J. M. Anderson Mfg. Co., 289-295 A 
St., Boston, Mass.: 

Frederick A. Bohling,. 502 W. 44th St., New 
York City. 

R. W. Cramer & Co., Inc., 136 Liberty St., New 
York City. 

Presto Products Co., 64 University Place, New 


York City. 
Tork Co., Inc., 12 F. 41st St.. New York City. 
TURN TABLES 
Advertisers’ Art Sculpture Works, 1165 Broad- 

way, New York City. 

Arteo Advertising, Inc., 1708-14 Ludlow St., 
Philadelphia. Pa. 

Electro Novelad Corp., 250 Park Ave., New 
York Citv. 

Electric Window Salesman Co., 46 Cornhill, 
Boston, Mass. 

we Display Card Co., Inc., 124 W. 18th 

New York City. 

Wikheld H. Smith, Inc., 120 Eaton St., 
ville, N. Y. 

Specialty Adv. Device Co., 1101 S. Third St., 
Evansville, Ind. 

VACUUM PUMPS 

Mayer Mfg. Corp., 1436 W. Randolph St., Chi- 

cago, Ill. 


Spring- 


VALANCES 

American Tissue Mills, 12 Crescent St., Ho- 
yoke, Mass. 

Anglo Display Fixture Co., 209 W. 37th St. 
New York City. 

Artco pee the bagg9 Inc., 1708-14 Ludlow St., 
Philadelphia, ra; 

Bryan’s, Inc., 423 S. Fourth, Louisville, Ky. 

agen ts Craft Co., 160 'N. Wells St., Chi- 
cago, 

David B. Chambers, 41 W. 35th St., New York 

Cincinnati Artistic Wrought Iron Works, 294] 
Eastern Avenue, Cincinnati, Ohio. 

Cincinnati Showcase & Display Fixture Wks., 
232 Main St., Cincinnati, Ohio. 

Cleveland Decorative Works, 118 E. St. Clair 
Ave., Cleveland, i 

Klee Display Fixture Co., Inc., 172 Atlantic 

A. Rosenbaum, 144 N. Tenth St., Philadel- 
phia, Pa. f 

Karl L. B. Roth, 212 E. Crawford, Findlay, Ohio. 

Don C. Stephenson, Warren at Genesee Ave., 
Saginaw, Mich. 

Window Decorative Works, 10-12 S. Greene St., 
Baltimore, Md. 

VALANCES—WOOD 

Good-Art Polycraft Studios, 3152 Reading Road, 
Cincinnati, Ohio. 

Klee Display Fixture Co., 174 Atlantic Ave., 
Rochester, N. Y. 


VASES 

S. C. Dutch & Son, 733 Main St., Buffalo, N. Y. 

F. S. Hermann, 7223-5 State Road, Tacony, 
Philadelphia, Pa. : 

Old King Cole, Inc., Canton, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

Silvestri Art Mfg. Co., 1031 Orleans St., Chi- 
cago, 


VELOURS 
Camden_ Art Craft Co., 160 N. Wells St., Chi- 
cago, 
DAZIANS, Inc., 142 W. 44th St., New York 
Sc. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Hurlock Bros. Co., Inc., 3436-38 Market St., 
Philadelphia,” Pa. 
Hydol Plush Mfg. Co., 36 E. 2lst St., New 


York City. 
112-118 W. 44th St., New 


na: DD. P+ 2 Co., 
York City 

Karl L. B. Roth, 212 E. Crawford, Findlay, Ohio. 

Show Window Equipment Co., 80 Boylston St., 
Boston, Mass. 

A. Solomon, 1123 Broadway, New York City. 


WALL BOARD 

Cornell Wood Products Co., 190 N. State St. 
Chicago, Ill. 

Hurlock Bros. Co., Inc., 3436-38 Market St, 
Philadelphia, Pa. 

Naz-Dar Co., 3011 Montrose Ave., Chicago, III. 

Schenker Figures, Inc., 29 W. 36th St., New 
York City. 

Plastergon Wall Board Co., 196 Philadelphia 
Ave., Buffalo, N. 

U. S. Gypsum Co., 205 W. Monroe St., Chi- 


cago, Ill. 
WAX FIGURES - 

Barlow-Kimnet Co., Inc., 515 Seventh Ave., New 
York City. 

Mervyn D. Cohn, 109 New Montgomery St. 
San Francisco, Calif, 

Curtis Leger Fixture Co., 235 Jackson Blvd. 
Chicago, Ill 

International Clearing House of New oYrk, 
Inc., 303 Fifth Ave., New York City. 

Milwaukee Form & ‘Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 

1 ee Palmenberg’s Sons, Inc., 1412 Broadway, 
New York City. : 

29 Erie St., Mil- 


Trutulife Wax Products Co., 
waukee, Wis. 
WAX FIGURE REPAIRS 
J. H. Blecher Wax Figure Studios, 1036 Beau- 
bien, Detroit, Mich. 
1 Oe Bradford & Co., 178 W. Jackson Blvd. 
yy Tl 
. Dutch & Son, 733 Main St., Buffalo, N. Y. 
Trutulife Wax Products Co., 29 Erie St., Mil- 
waukee. Wis. 
Select Artificial Flower Co., 250 W. 47th St. 
New York City. 
WINDOW BACKGROUND SERVICE 
Berry Studios, 408 Stockton St., San Frao- 
cisco, Cal. 
David A. Coleman Co., 110 Locust St., St. Louis, 
MacLeod Studios, 3006 E. 26th es New York. 
Morey Decorative Studios, 135 Columbus Ave., 
Boston, Mass. 
- WIRE FRAMES 
Zilincar & Stran, Inc., 944 S, Flower St., Los 
Angeles, Calif. 
WOOD CARVINGS 
The Emmel Co., 101 Bristol St., Boston, Mass 
Klise Mfg. Co., S. Cottage Grove St., S. W. 
Grand Rapids, Mich. 
Oriental Display Fixture Co., 251 Meserole St. 
Brooklyn, N. Y. 
Ornamental Wood Products Co.. Detroit, Mich. 


New York Wood Letter Co., 18-20 Corlears St. 
New York City. 
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DISPLAY WORLD 
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Mlen Wanted Positions Wanted Gor Sale Wanted to Buy | 
ee 














WANTED 


One aggressive display man in each city 
to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


The Quincy Show Case Works 
QUINCY, ILLINOIS 


WANTED—Display Men to sell window 


display fixtures on commission basis. 
Write for particulars. Artistic Wood 
Turning Works (established 35 years, 


originators of Wood Window Display Fix- 
tures, 515 N. Halsted St., Chicago, II]. 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy _fleece-lined 
Jersey cloth, 75c .pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 


Live salesmen or selling organizations 
wanted for our line of attractive and 
inexpensive action displays. Designs for 
every business. Special copy made to 
order for small additional cost. Have 
line to interest large advertisers. Excel- 
lent proposition to the producer. Ex. ter- 
ritory. GENERAL DISPLAY CO., 416 
N. W. Bldg., Minneapolis, Minn. 


SHOW CARD OUTFITS 
THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. ‘Paid for itself 
many times over.” “Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 




















REPRESENTATIVES WANTED 
Most complete line of Display Fixtures. 
New novelties created weekly. Dozens of 
practical items never shown before greatly 
in demand. Moderately priced. Liberal 
commissions paid weekly. 


ANGLO DISPLAY FIXTURE CO., 
209 W. 37th Street, New York City 


POSITION WANTED 

Window dresser, excellent show card 
writer, experienced in high-class stores, 
desires permanent connection with reliable 
firm. Thoroughly competent, absolutely 
reliable. Age thirty-six, married. Refer- 
ences. BOX B. C. R., care DISPLAY 
WORLD. 


7 











Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 


tractive proposition to offer in the handling: 


of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog “‘G’’ upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











DISTRIBUTORS WANTED 

In all of the large cities to handle our 
leading canvas-covered factory forms. 
Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 
ments. List prices on demand. 

S. M. Benjamin Model Form Co. 
18 West 21st St. New York City 











THIS 
OPPORTUNITY EXCHANGE 
Is Your Want-Ad Medium 
Use It For Results 


$1.50 PER SINGLE COL. INCH 
CASH WITH ORDER 











Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 


32 E. 10th St. New York City 
Tel. Styvasent 9910 




















“On to Toronto” —I.A.D.M. Slogan 


(Continued from page 24) 





To 
From Toronto Via 

Baltimore, Md..... i ok / Giada ane 
Boston, Mass...... OS, eee 
Beaumont, Tex.... 85.35 Chicago 
Battle Creek ..... 18.90 Detroit 
Buffel <i0s Misi? (GHBe © kane sins 
Birmingham, Ala.. 55.75 Chicago 
Bloomington, Ill... 34.10 Chicago 
Canton, Ohio ..... DIES i eK eres ‘ 
Cincinnati, Ohio.. 27.70 Detroit 
Cedar Rapids, Ia.. 41.45 Chicago 
Champaign, Ill. .. 31.95 Chicago 
Charleston, W. Va. 33.65 Detroit 
Chicago, Ill. ... 28.35 Chicago 
Columbus, Ohio... 23.05 Detroit 
Cleveland, Ohio... 16.38 ........ 
Dayton, Ohio...... 2455 Detroit 
enver, Colo....... 88.00 Chicago 
Davenport, Ia..... 38.90 Chicago 
Des Moines, Ia.... 4900 Chicago 
Danville, Tll....... 3005 Chicago 
Decatur, HP....... 34.30 Chicago 
Detroit, Mich...... 14.20 Detroit 
Dallas, Tex........ 80.30 Chicago 
El Paso, Tex. ... 10530 Chicago 
Evansville, Ind.... 37.75 Chicago 
LT 1G s EM ee wa scie Sxp Seen 
Flint, Mich........ 1420 Detroit 
Fort Wayne, Ind.. 21.10 Detroit 
Fort Worth, Tex . 80.30 Chicago 
Galveston, Tex.... 91.00 Chicago 
Galesburg, Tll..... 3775 Chicago 
Grand Rapids..... 1985 Detroit 
Houston, Tex. ... 8815 Chicago 
Huntineton.W.Va. 31.10 ........ 
Hortford, Coen. SAS i ccd 
Indianapolis, Ind.. 2800 Detroit 
Towa City. Ta. .... 4205 Chicaco 
Jockson, Mich..... 1693 Detroit 
Tohnstown. Pa.... 2694 .... .. 
Jocksonville. Fla.. 7495 Detroit 
‘ilamazen. Mich . 2020 Detroit 
Kansas City, Mo. 54.85 Chicage 


To 
From Toronto Via 

Los Angeles, Cal..125.72 Chicago 
Little Rock, Ark.. 61.25 Chicago 
Madison, Wis. ... 35.85 Chicago 
Milwaukee, Wis... 33.25 Chicago 
Memphis, Tenn.... 5470 Chicago 
Minneapolis, Minn. 51.85 Chicago 
New Orleans, La.. 76.15 Chicago 
PO ay as <a ee 
Nashville, Tenn... 45.10 Chicago 
NOTION, Vis. «<5 SOSS. woe ces: 
New: York City:: . F.42 .....6. 
Omaha, Neb. ..... 57.05 Chicago 
Oklahoma City.... 72.35 Chicago 
Orlando, Fla....... 84.50 . Ke 
Peosis, FU. 23.55. 35.20 Chicago 
rrtepureh, Pa... 2G. .5....5. 
Prisseeipiia, 28... S608. *..- seve 
Portland, Ore. ...118.05 Chicago 
Port Huron. Mich. 11.05 ........ 
Rochester, N.Y... 10:20 ....02.. 
Sees COME. coc soe coe « 
Salt, Lake City...107.55 Chicago 
San Francisco ...125.72 Chicago 
San Antonio, Tex 9495 Chicago 
Seattle, Wash.....118.05 Ch‘cago 
Spokane, Wash... 11280 Chicago 
Springfield, I'l..... 36.55 Chicago 
Springfield. Ohio.. 23.05 Detroit 
Syracuse, N. Y.... 1490 ee 
St. Louis. Mo...... 41.10 Chicago 
Sioux City, Ia. ... 57.70 Chicago 
South Bend. Ind... 2330 Detroit 
Saginaw, Mich.... 1545 Detroit 
Tacoma, Wash.....11805 Chicago - 
Toledo. Ohio 15.96 Detroit 
Terre Haute. Ind. 3145 Detroit 
Vancouver, B. C 11805 Chicago 
Washington. D.C. 33.77 ny 
Waterloo, Ta .... 4420 Chicago 
Wichita, Kans .. 6910 


Youngstown, O.. . 16.09 


Chicago 


PULLMAN FARES—ONE WAY *Drawing 
: Upper Lower *Compartment Room 
Chicago to Toronto......... $4.50 $5.63 $15.75 $21.50 
Detroit to Toronto.......... 2.40 3.00 9.00 10.50 


*Compartment accommodates 2 persons; Drawing Room, 2 persons. 


HOTEL RATES 

For the King Edward Hotel, which will serve as convention head- 
quarters, the rates for single rooms with bath range from $4.00 to $8.00 
per day, and for double rooms from $7.00 to $12.00. Sample rooms may 
be obtained for from $4.00 to $7.00. 

The Prince George Hetel rates range from $2.50 to $4.00 for singles, 
and from $5.00 to $8.00 for doubles. At the Walker House the rates are 
$3.00 to $7.00 for singles and $5.00 to $8.00 for doubles. 





LAST EPISODES OF FURNITURE CONTEST 
Checks are now being distributed to winners of the display 
contest sponsored by the Grand Rapids (Mich.) Market Asso- 
ciation from April 19 to 30. In these eleven days, windows 
were installed by a large number of furniture dealers and de- 
partment stores exploiting merchandise purchased at the 
Grand Rapids One Hundredth Furniture Market. Prize 
money totaling $450 is involved, constituting the amount set 

aside for encouragement of tie-ups at the point of sale. 


With the New York Displaymen 


(Continued from page 9) 


gaudy affair of mirrors and glass, supposed to simulate an 
immense sun reflector, but a bit too dazzling to be restful. 
More like a Coney Island palace. The center window is 
located like an island in the center of the lobby and is all 
glass, cylindrical in shape with no opening. To be retrimmed 
the platform floor is lowered to the basement. 

Mr. Cory, of Avedon’s, has introduced a novel note in 
models. They are.of highly polished, black wood, and, while 
they have no facial features, their shape and angles create 
an interesting illusion. 








DISPLAY: WORLD 
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How Spring Openings Were Staged 
(Continued from page 67) 


strongly. At the Lazarus store Mr. Matzer had for his color 
scheme ‘silver and black backgrounds, wall panels and im- 
mense size what-nots, all in the most futuristic designs, and 
in everyone of his forty-nine windows. 

“The Union had more color to their sixteen windows but 
modernism was the keynote throughout. Here Mr. Fraser 
had backgrounds of patent leather panels with saw edge 
mouldings above. Alternate windows had triple triangle 
bases with modern wrought iron stands supporting modern- 
istic shaped branches and three pointed leaves in rainbowed 
colors. Alternating windows against patent leather back- 
grounds showed the new modernistic trees with their zig-zag 
branches and painted leaves. 

“The large corner window had a heroic size what-not with 
a modern shaped recess. This was also against a patent 
leather ground with saw edged colored moulding at the top. 
The floor base being a triangle shaped and colored to match 
the half dozen colored wood rays that spread out from the 
side of the what-not and to the patent leather ground in sun- 
burst effect. The pedestals used were square and rectangle 
boxes covered with patent leather, and others in silver with 
a modern design done in three colors.” 

Sioux City, Iowa—How. the Sioux City opening was 
handled was reported by W. E. Slutsky, secretary of the 
city’s Associated Retailers: “Chilly breezes, fanned by win- 
ter’s parting gestures, caused some diminution of crowds,” he 
says, “but brilliant colors blazing from unveiled window dis- 
plays and ‘warm’ music by Monahan Post, American Legion 
band, kept enthusiasm at a high pitch as the Associated Re- 
tailers of Sioux City staged their annual spring opening in 


‘ Sioux City on March 5. 


“At seven o’clock, drapings that for two days had held 
back secrets of what milady will wear this spring were 
drawn back and spring blazed forth from the display win- 
dows. 

“Fourth Street from Douglas to Jackson Streets, and 
Pierce Street from Third to Fifth, were reserved for pedes- 
trians and the crowd was allowed to disregard traffic regu- 
lations and walk about the streets at will.” 

Eau Claire, Wis—‘“Spring Opening Nite, March 21, an 
annual event with the merchants of Eau Claire, was more 
than usually successful this year, perhaps due to the fact 
that the evening was very warm,” says V. M. Butterfield, 
display manager for the Kepler Company. 

“A large number of the merchants participated, windows 
and store interiors being specially decorated for the occa- 
sion. All windows were unveiled promptly at seven-thirty. 
Two style shows were staged and several stores kept open 
house to the public until nine-thirty. A band furnished 
music on the main thoroughfares all evening, while the huge 
crowds thronged the streets and store interiors viewing the 
displays of new spring merchandise. 

“At the Kepler Company, special effort was put forth to 
make the windows attractive. The windows were given a 
thorough cleaning, both inside and out, new floors and back- 
grounds were installed, and all were carefully trimmed with 
the newest spring merchandise. All backgrounds were de- 
signed and built in our own display department. These 
backgrounds were all designed with a double purpose in 
mind—to make the windows as attractive as possible at 2 
limited expense, and to do away with daylight reflections. 
The floors and backs proper were all of Monk’s cloth in a 
light, neutral shade, which reduced daylight reflections to 2 
minimum. In front of these backs were various decorative 
units constructed of wall board and painted in pastel shades 
in spring colors. All of these units could be easily removed 
and replaced by others later in the season, thus making pos- 
sible a complete change in the character of the windows at 
the least possible expense. ° 

“Two large windows on Grand Avenue were devoted to 
the display of silks in new spring shades with accessories (0 
match. A unit arrangement was employed featuring each 
color separately, with a card giving the color name. 
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‘VERY BODY'S thoughts are on 


the Convention and surely you 
will be there--- 


We invite you to visit our Booths, Nos. 56 
and 57. We are sure we will show you something 
just different for your Feature Toy window for 
Christmas. 








Christmas Window, Scruggs-Vandervoort-Barney Dry Goods Company, St. Louis, Mo. Size, 7x22 Feet 


The Above Illustration Is a Feature Window That 
Won First Prize at the Detroit Convention Last Year 





May we have the pleasure of getting acquainted and help you develop 


: your next Christmas Feature window ? 
: ‘FRANCIS W. KRAMER STUDIOS 
7 5252 WEST KINZIE STREET CHICAGO 
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An Increase In 
Subcription Price 


The publishers of DISPLAY WORLD find it necessary to increase the yearly 
subscription price from $2.00 to $3.00, effective on and after July 1, 1928. 


The constant improvement of DISPLAY WORLD to its 
present position of leadership and influence in the field of win- 
dow and store display advertising has been accomplished at © 
great expense, and the maintenance and further improvement 

_of the high standards we have set make this increase in sub- 
scription price unavoidable, 


We believe that DISPLAY WORLD constitutes one of the finest 
and most authoritative class publications in America and that out 
readers will consider it a great value even at the increased rate. We ap- 
preciate the nation-wide support and patronage that has made possible 
our success, and we hope in the future to merit your continued support 
and cooperation. 


It has been decided to accept new, renewal and extension subsctip- 
tions prior to July 1, 1928, at the present rate of $2.00 per year, but 
subscriptions will not be accepted fot a period of more than two yeats. 
We are pleased to give our present teaders, subscribers and friends this 
opportunity to subscribe at the $2.00 rate before the increase in sub- 
scription price takes effect. 


After July 1, 1928: Single Copies, 30c; Per Year, $3.00 


DISPLAY WORLD CINCINNATI, OHIO 
i ORDER BLANK i i ORDER BLANK ‘ 
4 FOR yw SUBSCRIPTIONS ; ' FOR panew AL SUBSCRIPTIONS 
DISPLAY PUBLISHING CO. , Cincinnati, Ohio v1 DISPLAY PUBLISHING CO., Cincinnati, Ohio Ween 
“Please. enter my subscription to DISPLAY WORLD § t “Please. renew my subscription to DISPLAY WORLD, 


: LJ One Year, $2.00 [] Two Years, $4.00 § : O One Year, $2.00 [] Two Years, $4.00 
§ Remittance is sediased in full payment. Have subscrip- § & Remittance is painend in full payment. Have subscrip- 
: tion begin with the next issue. ; 4 tion’-begin with the next issue. 
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